MYSORE GOVERNMENT 
SANDALWOOD OIL 


Distilled at our Linden, N. J., Plant from Santalum Album (Linné) 


The delightful effect imparted by genuine 
Mysore Oil cannot be satisfactorily duplicated 
by any natural or synthetic material. 


In original sealed and serially numbered containers only. 
# 


Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


VELIZAR BAGAROFF 
OTTO of ROSE 


Velizar Bagaroff Otto of Rose is again available 
in all markets under his own label. 


This quality product is especially worthy of 
your consideration. 


Sole Agents: for U. S.: W. J. BUSH & CO., Inc., New York; 
Canada: W. J. BUSH & CO. (Canada) Ltd., Montreal 


Our universally esteemed Trade Mark: 


Bede Vira s Cao) | (aie | oes ae 


indicates long experience in the scientific distillation of Essential 
Oils, and is recognized as a guarantee of their supreme quality today. 


W. J. BUSH « CO. 


LONDON * MITCHAM * NEW YORK, N. Y. *  MESSINA + GRASSE 
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GEORGE LUEDERS « CO. 


427-429 WASHINGTON ST., NEW YORK 


factory: Brooklyn . . . branches: Chicago, San Francisco, Montreal, Mexico City 


TONQUIN MUSK 


from 


Arrivals are expected 


monthly, for several C H | N A 


months, beginning with 

September. Our heavy purchases enable 
us to offer you very advantageous prices 
and from any one of our numerous ar- 
rivals, we can make a choice selection 
and arrange for delivery to suit your 


convenience. 


Amongst the various 
products of our Brooklyn Factory we 


specially recommend 


Oil Cardamom _ Oil Olibanum 
Oil Opoponax _ Oil Orris 

Oil Patchouly Oil Sandalwood 
Linalool Rhodinol 


Sole Agents for 


Established 1885 


TRADE MARK 





Reg. U. 8. Pat. Off 


CIVET SPECIAL 


Our stocks are diminishing—referring to our Civet 
Special, the high grade in original horns which we 
have imported for many years, directly from 
Ethiopia. Arrivals during the past year have been 
very limited, each a matter of a very few horns 
and no recent offerings. Provide for your wants 
now. Civet Special will yield a more advantageous 


tincture than any other on the market. 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 


Manufacturers of the famous 


MAXIMAROMES 


The World’s Finest Natural Flower Essences 


nh 
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eal to the Masses— 


As the stirring words of the orator and the power of his 
psychology sway public opinion, the “modern package” wins 
the votes against all opposition. Embodying every vital element 
of modern, sanitary, and desirable design, Kimble Glass Vials 
possess a “mass appeal” that has made hundreds of products 
indispensable and famous. 

If you have a sampling problem—if you desire a new pack- 
age for an old or new product—investigate Kimble Vials 
FIRST. Their brilliance and transparency, their colorful label- 
ling possibilities, their availability for all modern types of 
closures in cork, wood, plastics and metal—will win your 
instant approval and simplify your decision. 

Sample and package your way to assured success — in 


Kimble Glass Vials. 





K\ KIMBLE GLASS COMPANY. - - VINELAND, N. J. 


NEW YORK*+CHICAGO+ PHILADELPHIA+ DETROIT* BOSTON 
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LIFE 


A NEW MAGAZINE 


PUBLISHED BY TIME Inc. 





Tue Editors of ‘Troe have decided 
to launch a new national weekly. In 
the course of a year it will publish 
the Ten Thousand Photographs 
which best record the visible events 
of our times and which best reveal 
the life and manners of our times. 
The first issue will be dated Mon- 
day, November 23rd, and will reach 
Charter Subscribers on the previous 
Thursday or Friday. 

“To see life; to see the world; to 
eyewitness great events...” with 
these words the purpose of the mag- 
azine was first stated. And from 
that moment the name of the new 
magazine became LIF E—that was 
the name, there was no other. 

True, that title was already in use. 
But fortunately the publishers of 
the fifty-three-year-old humorous 
paper had reached the conclusion 
that their “Life” had small chance 
of matching during the rest of the 


Twentieth Century the brilliance of 


its performance in past generations. 
‘They were willing to transfer their 
title to a new magazine of pictorial 
journalism. The old “Life,” there- 
fore, is dead—and we salute it. 

LIFE trembles again on the 
shutters of 10,000 cameras. 

Since the good appearance of pic- 
tures is vitally important to enjoy- 
ing them, the new LIFE will be 
endowed with fine physical attri- 
butes. Its paper will be of fine qual- 
ity, its special ink has been chosen 
with great care, and LIFE will 
present a generous number of large 
sized pages, 14° by 105s”. It is our 
desire to create a magazine that will 
enable its advertisers and its editors 


to do their best. 


The new LIFE will cost 10 
cents a copy, $3.50 a year by sub- 
scription. Advertising rates and 
mechanical requirements on re- 


quest. 


EDITORIAL AND ADVERTISING OFFICES: 135 EAST 42nd STREET, NEW YORK 
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_ YEARS our Rhodinol Coeur, Geraniol Coeur, Linalool 


Coeur have been the standard by which discriminating buyers 
judge quality. 

Now PHENYL ETHYL ALCOHQL COEUR joins this merit 
class. 

Don’t take our word for its superiority but test it yourself. Furst for 
odor. You will find it totally free from any unpleasant impurities. 

Then the chemical analysis. This shows no trace of esters, no chlo- 
rine, a specific gravity of 1.0230, a refractive index of 1.5327 and a 
solubility of 1 in 50 parts of water. This extremely high solubility is 
the concluding proof of its extreme purity. 

No other commercial product equals those tests; we know of only 


one imported product that equals them but its price is far higher. 
PHENYL ETHYL ALCOHOL COEUR stands supreme and 


1s offered at the price of the ordinary quality. 


“ze 


a 
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Manufacturers and Importers of Aromatic Essential 


AROMATIC CHEMICALS—ESSENTIAL OILS—FLAVORS—PERFUME SPECIALTIES4 Ch 
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What you can count on with PRRROL 


|—By itself, a wonderful cream odor. 
2—By itself, a beautiful flowery perfume. 
Extremely fine powder odor when modified for the purpose. 


" 

3. 

4—Above all, a most valuable ingredient in your own compositions where you want 
the real floweriness of fresh cut blossoms. Not any one flower, but the dewy fresh- 
ness of a morning bouquet. Use it 5% to 35% in flower compositions. 


Send for samples 


-Haebler, Inc. 


il 315 FOURTH AVENUE, NEW YORK 


Chicago Toronto Los Angeles FACTORY, ELIZABETH, N. 
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HAVE YOU DISCOVERED 


the unusual possibilities of 
the famous popular-priced 


No. 650 Line of 100% OILS 


A large number of cosmetic and toilet preparations firms 
are now adopting them as standard. They impart an 


exquisite, delicate and lasting fragrance to high grade 





face powders, taleum powders, cold creams, toilet waters. 


lotions, brilliantine and perfumes And because they 


are Florasynth Products you know they are pure and uni- 13 
1 gray: distinct odors are 


form... Known as the No. 650 Line because they are 


listed below: 


priced at only $6.50 per pound. 


Use the Carnation to capitalize on 





the increasing appeal of this fra- 


Suggestions: 
: grance—which is the favorite per- 


> > am ° . y . + Bouc uet ockey 
fume of England’s new King. Use the Wistaria for the much 1 J : 









+ 
desired freshness in cold creams. And we think you'll be : 7 
; Carnation 
greatly delighted with the Gardenia, Honeysuckle, Jasmin, 
o ad € 
Narcisse, Rose, Sweet Pea, and Orange Blossom odors. Or what - i 
A : Fleur de Nuit 
could be more appropriate for the revival in 19th Century 
French styles than violet—which was used by followers of ‘ ‘ 
' See aa Gardenia 
Napoleon to symbolize their allegiance to him? For complete 
| ’ g > 
instructions on how to use any of these odors to best advan- a 
; emokks 
tage in your products, consult our Research Department. Ex- 3 
pert assistance gladly given. — 
asmin 





( NC ITE: the odors in the No. 650 Line are also available 
i de 


in our No, 350 Line, priced at $3.50 per pound.) 


o 
Lilae 


° 
You can rely on FLORASYNTH Aromatic Chemicals. Essential Oils. Narecisse 
Concentrated Citrus Oils. Resinoids. Resinols. Solvents (non-alcoholic). e 
Terpeneless Oils. Aquasolarmes (Water Soluble). Colors for Perfumes. Orange Blossom 
Certified Food Colors. Fruit Flavors (Natural and Synthetic). Oleoresins. . 
Rose 
. . 
ORAS YNTH| » 
* 
. Violet 
LABORATORIES. INC. . 


1513-33 Olmstead Avenue, New York, N. Y. 


LOS ANGELES 
Pacific Coast Headquarters CHICAGO 
1665 Hollywood Blvd. 605 W. Washington Blvd. 


DALLAS MONTREAL TORONTO 
2622 Throckmorton St 445 St. Francois Xavier St. 11 King St. W. 


SAN FRANCISCO 





524 Washington St. 


Wistaria 
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EJ.R. WATKINS CO. 
NA, MINN, U. 8. A- 
Ner Weight 4 Ox. 
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How Suecesstully 


Canco produces arresting packages — styled to the market, beauti- 
fully lithographed —is eloquently illustrated by this container in 
soft cream and hunter green made for the J. R. Watkins Co. If you 


will turn to the front cover you may judge it in its actual coloring. 


| 
AMERICAN CAN COMPANY 


The world’s largest manufacturers of metal and fibre containers 


230 Park Avenue New York, N. Y. 
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“Service for the Trade Exclusively” 





COMPACTS 


ROUGE and POWDER 
(More than 150 tints) 
a 
LIPSTICKS 
(All indelible shades— 
consistencies a la mode) 
* 
CREAM ROUGE 
(All shades) 

* 
EYE SHADOW 
(All shades) 
a2 
EYEBROW PENCILS 
= 
WATERPROOF 


MASCARAS 




























POWDER PUFFS 


One of the cardinal reasons for the 






popularity of our powder puffs is 





that we never lose sight of the fact 





that it is the women we have to 





please. 









We know that women prefer those 


things that are not only serviceable 






and appropriate but also things 






that are attractive in appearance. 






All our products guaranteed 
It is this knowledge that has 






for chemical purity. For your 
further protection, Products 


brought Oxzyn powder puffs to 






Liability Insurance carried. their present popularity. 


OXZYN COMPANY 


oe a ae In business since 1877 .... . 






Originators of Natural Rouges 


New York Office Canadian Office 
154- 11th Ave. 103 Ottawa St. 
WaAtkins 9-0280 Walkerville, Ont. 
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e uses has 
as well as 


with a ski suit in the country. 


We have specially compounded thi 


door perfumes, each different in odor complex. 


* IMANA 
* BOUQUET LEONORE 
* RUSSIAN LEATHER s623 


Write for samples on 
your firm’s letterhead 


SGCHIMMEL « GO., inc. 


601 WEST 26th STREET . . . . NEW YORK, N. Y. 


eat eae 822 SAN JULIAN STREET LOS ANGELES, CALIF. 
November, 1936 ll 





A U.S.P. OIL FOR THE 
AMERICAN TASTE 


FROM CALIFORNIA 


| ge 


COLD PRESSED AND 


NO WONDER ITS THREE TIMES AS POPULAR 
AS ALL OTHER LEMON OILS COMBINED 


IGH quality and right price havo made 
Exchange Brand Oil of Lemon, U.S. P., the 
unquestioned leader in the United States. 

It is made in the world’s largest plant devoted 
exclusively to lemon products. Nowhere else are 
there the facilities to keep production quality so 
uniform. Nowhere else has the American taste 
been so successfully met. 

Be sure to specify it by name: Exchange Brand 


Oil of Lemon, U.S.P. (Clarified). 


Sold to the American market exclusively by 
FRITZSCHE BROTHERS, INC. DODGE & OLCOTT COMPANY 
76 NINTH AVENUE, NEW YORK, N.Y. © 180 VARICK STREET, NEW YORK, N.Y 

Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


aill T 


il ria 
ODUCTS COMPANY 


Products Department, Ontario, C 

Producing Plant: EXCHANGE LEMON PE 
Corona, California 

Copr., 1936, California Fruit Growers Exchange, Products Dept 
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THANKSGIVING 


FTER more than three hundred years, the cele- 
bration of Thanksgiving is today the oldest, the most 
significant, and perhaps the most cherished of 
American institutions. And the fact that we, as a 
people, can pause in the midst of world complexities 
and still avouch thanks for the abundance of our 
blessings, is a monumental tribute to American enter- 
prise and to the system under which it has developed. 
Permitting fullest scope for individual initiative and 
for purposeful business, it encourages a form of com- 
petition that is basically sound and beneficial to all. 
It offers commensurate recognition and reward for 
those who, by the exercise of greater application and 
effort, produce better work, devise more efficient 
methods, processes or machines, or create finer 
material things, and in so doing contribute to the 
general good. 


That such system shall endure should be the pro- 
found pledge of our countless millions to whom its 
benefits have again given to Thanksgiving’s obser- 
vance a literal and significant meaning. 


FRITZSCHE BROTHERS, Inc. 


*GS u.g pat orf 








ality Group 


ODOR VALUES at a NEW STANDARD 


\ T IS best, sometimes, to avoid predictions. In the present instance, however, we feel 
that this prediction is justified by performances to date. And so, we say that our new 
QUALITY GROUP of Synthetic Flower Specialties will set a standard of odor values so 


fine as to bar most efforts at duplication. 


Those who have tried the first three specialties in this Group—AVRYLLIS, LYLIUM 
and ACINTHIA—will know that our present prediction is as good as a promise, for 
these three, if we can accept their word for it, excel any of the corresponding reproduc- 
tions they’ve ever tried. And the same diligent effort and exacting skill that made these 
creations possible will enlarge this Group gradually to include many of the perfumer’s 
most useful and exquisite floral interpretations. 


Meanwhile, if you want a lilac which we truly believe outrivals all others, try— 


AVRYLLIS 


If you want a really fine, refreshing odor—one that does credit to the delicious sweetness 


of lily of the valley, try— 
LYLIUM 


And if you want an odor of uncanny appeal—one that will grow and grow upon you as 
few others do, then try this new hyacinth— 


ACINTHIA 


These form the nucleus of our QUALITY GROUP. Write us for samples and for any 
other information you might need concerning them. And when additional items are 
announced, remember our prediction as to values is a promise ! 


FRITZSCHE 


& 
ers, UNC. 
816 WEST 8TH STREET LOS ANGELES. CAL. PORT AUTHORITY COMMERCE BLDG. 


Proprietors ot PARFUMERIES de SEILLANS Seillans, France 76 NINTH AVENUE, NEW YORE, N. Y. 
FRITZSCHE BROTHERS, of Canada, Ltd., 77-79 Jarvis St., Toronto, Canada 118 WEST OHIO ST. CHICAGO, ILL. 





LIQUID ABSOLUTE FLOWER ESSENCES 


ITH the absolute form of flower essence the very backbone of all really 
fine floral compositions, we conceded it essential, some years ago, that our 
line of perfume specialties include a group of absolutes upon which we 
could rely with utmost confidence. We found that the only sure way to 
achieve this end was to control their production ourselves—from start to 
finish. That. in brief, is why we, today, are producing Liquid Absolute 
Flower Essences at our own plant in Southern France. That, too, is why we 
can give positive assurance to our customers that the purity and quality of 
these oils cannot be surpassed at any price. As a matter of fact, elimination 
of the middleman’s profit enables us to offer them at prices substantially 
below average. 

On these two counts alone, perfume manufacturers will be justified in dis- 
cussing their further advantages with us. Your requests for other details 
will be welcome. 


CASSIE ANCIENNE @ JASMINE @® LABDANUM @# LAVENDER 
MIMOSA @® OAK MOSS @® ORANGE FLOWERS @_— ROSE 
TUBEROSE @ SAGE, CLARY @® GENET @ YLANG YLANG 


These oils, also distilled at our Seillans Plant, are products of the most 
advanced methods of extraction. Absolutely true and genuine, they con- 
tain no admixtures or additions of any kind. If not familiar with their 
various applications and possibilities, be sure to write us for particulars. 


ANGELICA SEED @® CUMIN @ OLIBANUM @ OPOPANAX 
PARSLEY SEED ° ROMAN FENNEL 


FRITZSCHE BROTHERS, Inc. 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


Branches 


ATLANTA, GA BOSTON, MASS CHICAGO, ILI COLUMBUS, O. KANSAS CITY, MO 
508 Standard Building 250 Stuart Street 118 West Ohio Street 21 East State Street 2018 Guinotte Avenue 


NEW ORLEANS, LA PHILADELPHIA, PA. LOS ANGELES, CAL. SAN FRANCISCO, CAL. 
813 Louisiana Building i2 South 12th Street 816 West 8th Street 122 New Montgomery Street 


FRITZSCHE BROTHERS OF CANADA, 


77-79 Jarvis Street, TORONTO, CANADA 


PARFUMERIES DE SEILLANS, SEILLANS (VAR), FRANCE 





NOT ALL OPAL JARS ARE ALIKE 


ee ey Uliancy and uniform CALE aie 











Opa jars may be the same shape and size and yet speak a different language to 
the consumer. It is often this difference that causes a consumer to select one cosmetic product in 
preference to another. That’s why we suggest you ask us to submit samples for price and quality 
comparison. We know you'll like Carr-Lowrey opal jars. Their brilliant white sparkle and their 
uniform density and opaqueness bespeak the unusual care maintained in materials and manufacture. 


And the price for this fine quality in both stock and private mold jars is less than you might suppose. 


GCARB-LOWBEY GLASS GO. Factory and Main Office. BALTIMORE, MD. 


NEW YORR OFFICE: 500 FIFTH AVE., Room 1427, Telephone: CHiekering 40592 
CHICAGO OFFICE: 1502 MERCHANDISE MART, Telephone: WHltehall 4526 





November, 1936 17 


The 


BRIDGEPORT eS 


ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT © TEL. BRIDGEPORT 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 
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ARE YOU LOOKING FOR ccc, pce, 


ooft and tasting perfume? “Try our: 


Ch 100% ebraight chemical having the “Ruscian 
Leather note without any of the objectionable 
keatures prevalent in products of Chis kind, ouch 
aa the forbidding birchtar odor and the bitter= 
need of certain ingredients improperly blended. 


SCUTONE 


Cinother “Rucotan Leather note more elaborate than 
Cuinol and easier bo use, blending oflendidly with 
Cicetivencl, Truoniax and Hydrocarborcoin. 








ROURE-BERTRAND FILS and JUSTIN DUPONT 


Represented by: 


GEORGE SILVER IMPORT CO. 
351 FOURTH AVENUE NEW YORK CITY 


CHICAGO LOS ANGELES 
722 West Austin Ave. 819 Santee St., Room 622 
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Improve the 
Appearance of Your Package 
PI 


with an attractive serviceable stock or 
specially designed 


Cap 


For perfumes, talcum and tooth powder, bath 

salts, etc. @Furnished in a variety of designs in 

faney metal, plain brass, polished brass, nickel 

plated or in other metals. Our “Negative Finish” 

resists acids, alkalies and alcohol. Proven by 
laboratory tests. Available in most designs. We 
make laboratory tests to determine proper fin- 
ish if necessary. Samples and prices on request. 


BRASS GOODS MFG. CO. 


345 ELDERT STREET 
BROOKLYN,N.Y. 


Phone FOxcroft 9—3900 


No. M/M Bath Salt Cap No. 2: ; M/M TaleumCan Top No, 282*—24 M/M Screw Cap 

No. 140 —35 M/M Sifter Top Cap No. *% M/M Square Slip Cap No. 291*—22 M/M Screw Cap 

No. 150 —13. M/M Screw Cap No. : 4 M/M Screw Cap No. 292 —-28% M/M Flask Cap 

No. 185 —1514 M/M Screw Cap No. 2: 2 M/M x 23% M/M No. 295 —13%4 M/M Slip Cap 

No. 186 —44 M/M Fancy Bath Salt Cap Oval Slip Cap No. 298*—38 M/M Talcum Cap, 
No. 188 —23% M/M Talcum Can Top No. 2: M/M Screw Cap Sifter Top 

No. 200 —28 M/M Sifter Top Cap No. 2: y M/M x 23% M/M No. 300*—18 M/M Screw Cap 

No. 0200 —28 M/M One Piece Cap Oval Slip Cap No. 317 —11 M/M Slotted Slip Cap 
No. 215 —19%4 M/M Talcum Can Top No. 2: M/M Bath Salt Cap No. 323 —45  M/M Bath Salt Cap 
No. 230 —13. M/M Screw Cap No 2 M/M Screw Cap . 324*—45 M/M Cream Jar Cap 
No. 232 —13. M/M Screw Cap No. 267 M/M Slip Cap Same design as No 
No. 234 —10% M/M Screw Cap No. 269 - M/M Bath Salt Cap 323. 
No. 236 —19% M/M Slip Cap No. 281 —11 M/M Slip Cap No. 327*—43 M/M Same design as 


*FITS G. C. A. No. 400 GLASS FINISH No, 324. 
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ham most important element in cetyl 


alcohol is purity. Givaudan safeguards this 


element by the strictest methods of production 


control that have yet been developed. Here 
are the reasons why Givaudan’s Cetyl Alco- 
hol Pure is unquestionably superior for use 


in creating uniform, high quality cosmetic 


1 Cetyl Alcohol Pure absolutely will not irritate 


the most sensitive skins. 

It has no foreign by-odors. 

Its color is pure white. 

It contains no palmitic acid or other impurities. 
It will give the skin a pronounced satiny finish. 


Cetyl Alcohol Pure has therapeutic value and is 
absorbed and obstinately retained by the epi- 


dermis (U. S. Dispensatory). 
It is decidedly emollient. 
It a uniformly solid material. 


It is made entirely from spermaceti. 





GIVAUDAN 






@ Immortal in its popularity—ageless in its appeal—Gardenia, by Norda, is 


of distinctive character, entrancing fragrance and unusual strength. Samples 
and prices on request. 


a 


ants 


CEB. 
\_ 


ESSENTIAL OIL 4nD CHEMICAL COMPANY 


—~INCOE PCE A TFT ED 
New York Office Chicago O ffice 
601 W. 26th St 325 W. Huron St. 


St. Paul Office Canadian Office Southern O fice Los Angeles Office 
Pine and E. 3rd Sts. 119 Adelaide St. W., Toronto Candler Annex Bldg., Atlanta, Ga. 685 Antonia Ave 
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HEADQUARTERS FOR 


NOT AN IDLE BOAST, BUT A STATEMENT OF FACT 


To the initiated, the house of Tombarel 
Freres is one of the world’s primary sources 
of Lavender products for all grades of per- 
fumes, cosmetics, and soaps. ® Almost a 
century of specialization in Lavender has 
resulted in a high and unvarying standard 
of quality in all grades from 28/30% to 


48/50% Ester content. ® We stand ready 
to render every assistance and cooperation 
on any problems involving this important 
raw material. ® Large supplies of all grades 
are available in this country for immediate 
deliveries. Samples and quotations gladly 


furnished upon request . . . Write today. 


OIL OF LAVANDIN 


A Tombarel specialty of very fine character. 


Lavender Concrete, Absolute ® Oil Lavender St. 
Ann 48/50% ® Oil Lavender Mt. Blanc 38/40%. 


TOMBAREL FRERES » crasseE, FRANCE 


ALBERT VERLEY, INC., 
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EXCLUSIVE U. S. 


REPRESENTATIVES 
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AMBRE V-51 

AMBRE SYNTHETIQUE SOLIDE 
AMBREINE “V” 

AMBRE EXTRA FINE 
OPAFLORA 

OPOPANAX N-100 


i 


AND THESE AMBRE 
MATERIALS 


IRONAL METHYL DELTA 
IRONAL METHYL 
VETIVEROL ACETATE 
AMBRETTOGENE 
LABDANOL 
SANTALOOL 

and OTHERS 





in Ambre. Verley products are avail- 
able in a range of prices offering a 
selection for almost any conceivable 
find the wide variety of Ambre mate- purpose. See the two pages of Ambre 
rials you need for originality and dis- | suggestions in the new Verley price 
tinction. We have specialized for years book. Write for samples and prices. 


Abedlichy, 


ALBERT VERLEY, INC., 1] East Austin Avenue, Chicago, Illinois 
114 East 25th Steeet, New York « Mefford Chemical Co., Los Angeles 









“The Spirit of the Nation’’ 


WHAT STARTED THE 


T SEEMS too bad that the boyhood 
of so great a man as George 
Washington should be commem- 
orated mainly by a story of an 
episode that never happened. 

Washington was doubtless a 
good, reliable boy and if he had ever 
confessed to his father that he cut down 
a cherry tree, it is doubtful if his truth- 
fulness would have attracted even local 
attention. His father would probably 
have said: “George, I see you have been 
weeding out the orchard a bit.” And 
George would have replied: “Yes, I 
chopped out one old cherry tree. What 
about it?” 

No one would have thought to men- 
tion this in after years. 

But the fact is that there is historical 
evidence to show exactly where the 
story did start. After George Washing- 
ton’s death, in 1799, an itinerant parson 
and bookseller named Mason L. Weems, 
decided to write a book about George’s 
life and works. He prowled about 
Westmoreland County, Virginia, trying 


3 
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SS 


to find anybody who had heard a story 
worth printing. Then Weems happened 
to pick up a little book that had ap- 
peared in London some time before, 
written by a Dr. Beattie on the life of 
his son. This volume contained the 
cherry tree story. Young Beattie was 
reported as saying: “I cannot tell a lie. 
I did it with my little hatchet.” Weems 
promptly swiped this anecdote and hung 
it on George Washington. 


The Father of His Country did not 
need any apocryphal tales to make him 
great. Boy and man, he had the spirit 
of the nation. 

@ @ @ @ Science and industry today look 
to the name of Rossville—‘‘the Spirit 
of the Nation’’—for the finest alcohols 
the world has ever produced. Write for 
details aboutthe type of Rossville Alcohol 
best suited for your particular purpose. 


(OMMERCIAL SOLVENTS (ORPORATION 


FINE ROSSVILLE ALCOHOLS ’ 
BRANCH OFFICES AND WAREHOUSES 


TERRE HAUTE, INDIANA 
DISTILLERS OF 


“THE SPIRIT OF THE NATION" 
IN ALL PRINCIPAL CITIES 
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With the feeling that there can be no 
better evidence of the service we aim 
to render to our patrons, we enumerate 
below the outstanding firms we represent. 





THE ATLANTIC 
REFINING CO. 


PHILADELPHIA - PA. 
260 South Broad Street 

PETROLEUM PRODUCTS 

White Mineral Oils U. S. P. 


for pharmaceutical use. 
Techinical for cosmetic uses. 
All gravities, all viscositie 


THURSTON 
BRAIDICH 


new YORK 
SPECIALTIES: 
Gum Arabic - Gum Karaya 
Gum Tragacanth 
Vanilla Beans - Tonka Beans 







LOCKWOOD BRACHETT CO. 


BOSTON 
MANUFACTURERS AND IMPORTERS 


Castile Soap “Laco” 
Powdered - Granular - Bars 





COLGATE -PALMOLIVE -PEET CO. 


JERSEY CITY-NJ. 


Executive Offices - 105 Hudson Street 


GLYCERINE 
Chemically Pure U. S. P. - Dynamite 
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a new word in the packer’s 


DICTIONARY 


@ There's a difference in packages. Some 
are just containers. Others are SALES- 





packages that help to keep products moving 





out of retail outlets. It takes an intimate 








knowledge of markets, public buying trends 
and habits, and proper coordination of every detail 
to produce a SALESpackage. It takes the kind of 
Complete Packaging Service that is unique with 












Owens-lllinois. With your entire packaging problem be- 





fore them, Owens-lllinois designers make certain that 





label, cap, carton and case all harmonize with the de- 





sign of the glass container suited to your requirements. 





Thus, a true SALESpackage is tailor-made for your product. 









Owens-Illinois facilities for prompt delivery go hand in 
hand with the Owens-Illinois SALESpackage. This ability 
to serve promptly is an important advantage in these 
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a 


Handsome double-shell 

CASEAL, with tin or 

omer liners. Lith- 

with individ- 

= igns or in plain 
Soleve. 


busy times that so frequently demand emergency action. 
Let us prove it—and help you profit. Owens-Illinois Glass 
Company, Toledo, Ohio. 


The Classic Oblong Design 
Patent No. 94824, 
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SERIES 300 


Superior on Every Point 


According to Tests 
Made by Leading 
Analytical Laboratory* 


The report of the world’s foremost analytical labo- 
ratory shows that lipsticks produced according to 
the new APLI formula ‘Series 300” are superior 
on every point. 

They resist the most trying atmospheric condi- 
tions without sweating or bleeding. They apply 
more smoothly, more evenly and with less pressure. 
The colors, of the highest purity, far exceed present- 
day standards. 

These new lipsticks are now being featured by 
all APLI clients. And, after exhaustive consumer 
tests, have recently been adopted by two distin- 
guished national advertisers. We will be pleased 
to furnish samples for your personal examination. 


*Laboratory name and report supplied on request. 


AMERICAN PERFUMERS’ LABORATORIES, INC. 


Private Brands Exclusively 


114 Fifth Avenue, New York, N. Y. 
In Canada: 1015 St. Alexander St., Montreal, Que. 


ROUGE - CREAM CHEEK ROUGE - FACE POWDER - LIPSTICKS - EYE SHADOW - COSMETIQUE 


30 The American Perfumer 





* CQUAROMES 


WATER SOLUBLE PEREUME ih A 





faites 
asEN 
a 
NS 
Y) 
Sic, 
toes 
Se 


BOSTON 


Ernest Whitehouse 
40 Court St. 
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to blend with 
every product 


PRICED 


to keep the 
cost of your 
production 

down 


SIZED 


to meet the 
needs of all 
your items 


The wide range of sizes, from !/> oz. to 16 oz., enables you to put up a 
number of related products in bottles of a single attractive design. 
This provides desirable uniformity at low cost . . . W-55 is an ideal and 
practical all-market bottle for a large variety of consumer products. 


SWINDELL BROTHERS, INC. 


BALTIMORE e MARYLAND 


NEW YORK OFFICE s 200 Fifth Avenue 

LOS ANGELES CHICAGO HAVANA, CUBA 

Baldwin & Baldwin James T. Johnson Roberto Ortiz 

819 Santee St. 1257 W. 97th Place Edificio Moenck & Quintana 209 
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INCE its inception, the 


policy of our house has been to supply our clientele with 


products of the finest quality obtainable. 


We have been and are constantly alert to add to our 
list of quality offerings, perfume materials which are 


second to none 


NATURAL FLOWER OILS 


TERPENELESS OILS 


SPECIALTIES 


PERFUME BASES 





FIXATIVES 





Com pa quite acent 


Executive Offices and Laboratories .... . CROTON-ON-HUDSON, N. Y. 


NEW YORK CHICAGO DETROIT LOS ANGELES SAN FRANCISCO’ SEATTLE PORTLAND, ORE. 


TORONTO 


Compagnie Parento, Limited, 73 Adelaide St., W., Toronto, Ontario, Canada 
COLOMBES, FRANCE 


LONDON, ENGLAND 
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acdin j AsAWUNM 


has been created for the 
purpose of completely covering the odors of lanolin 
and other basic ingredients in tissue creams, and 
for imparting a delicate fragrance of delightful 


refinement. 


A surprisingly small 
amount of JARDIN JASMIN is required and excel- 
lent results are obtained when this perfume oil is used 


for other creams and lotions 


Write us today for a jar of 
tissue cream perfumed with Jardin Jasmin. The 


results are truly amazing 


ompagute Parente, one. 
( 


Executive Offices and Laboratories . . . . . CROTON-ON-HUDSON, N. Y. 


CHICAGO DETROIT LOS ANGELES SAN FRANCISCO SEATTLE PORTLAND, ORE 


TORONTO 


e Parento. Limited. 73 Adelaide St.. W.. Toronto. Ontario. Canada 
COLOMBES, FRANCE 


LONDON, ENGLAND 
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COLLAPSIBLE TUBES 


E offer you work- 

manship and finish 
which measure up to 
your highest expecta- 
tions. Our prices are con- 
sistent with quality and 
service. You do not have 
to pay anything extra 
for White Metal quality. 


METAL MANUFACTURING CO. 


HOBOKEN, NEW JERSE 


Te 
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FABRIQUES de LAIRE 


Paris, France—Established 1878 


We request orders for trial quantities of 


INDOL 


We are the recognized headquarters for this very 
useful product. Our quality is unexcelled. 


NONYL ACETATE $3.00 per ounce 
Supplies a leaf effect to rose. An original note for 


modern bouquets. 


STYRAX ESSENCE = $8.50 per pound 


Colorless, very useful in lilac and other floral 
odors. Suitable for use in powders and creams. 


€ 
MERO & BOYVEAU 


with works in Grasse, Mougins and Polonghera 


Established 1832 


NATURAL FLOWER ABSOLUTES 


and 


NATURAL FLOWER LIQUIDS 


We extract directly from fresh flowers by the most scien- 
tific methods and latest equipment. Our plant is situated 
in the midst of the flower fields of Grasse. 
We supply a full line of these perfume materials of finest 
quality. 

We solicit your preference when in the market 


Sole American and Canadian distributors: 
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W. SANDERSON & SONS 


Messina, Italy 
Founded 1817 


SANDERSON’S 
MESSINA CITRUS OILS 


have been used in practically all countries of the 
world since 1817—and are sold today of the same 
high and uniform quality which has made the 


Sanderson label the Standard everywhere in Citrus 


Oils. 


At market prices the Sanderson Oils are more 


economical than inferior products. 


We offer 


OIL LEMON 

OIL ORANGE SWEET 
OIL ORANGE BITTER 
OIL BERGAMOT 

OIL MANDARIN 


We solicit orders for prompt and 


future delivery from New York stock. 
- 


Sole American and Canadian distributors: 






180 Varick St... New York 






£ 
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“Give us men’s lines,” toilet goods buyers 
are reported as saying. “Give us colognes, 
lotions, soaps, shaving bowls, sachets—yea, even 
perfumes, to fill the demand that is growing 
every day.” 

There is a fast-growing interest in toiletries for 
men. Yet American men have been slow to 
acknowledge the fascination of scents for their 
own use, 

FORTUNE (Oct., 1934) in commenting on 
Caron’s campaign to popularize a man’s per- 
fume, Pour Un Homme, said: “The red-blooded 
American conception of what constitutes basic 
manly virtues is under fire again. American 
men, perfumers say wearily, think that any man 
who uses perfume is a sissy—to put it mildly. Not 
that you can't sell scents to men, they hasten to 
add: American men like scented shaving soaps, 
lotions, hair tonics, and eau de cologne. But no 
matter how sweet scents smell, you have to call 
them by another name.” 


Only recently when Houbigant launched a 
campaign in college papers and stated that Guy 
de Maupassant was fond of fougere royale, 
TIDE rose to the bait with, “We question this.” 
In reply Houbigant reproduced a de Maupassant 
letter as proof. 

* * 

Certainly the use of scent by men has plenty 
of big-name precedent. Moses received his in- 
struction in the art of perfumery directly from 
the Deity. Homer ascribed to perfumes a divine 
origin. Even cynical Diogenes applied sweet 
ointment to his feet so the fragrance therefrom 
might envelop his entire person. Mohammed set 
great store by perfume and in the Koran prom- 
ised it to all true believers. 

Alexander, when he visited Troy, crowned the 
monument of Achilles with floral garlands, and 
poured upon it the most exquisite perfumes. In 
his banquet halls, Nero had a mechanism of 
ivory and silver which shed a gentle mist of per- 
fume upon his guests. An ancient chronicler 


records that a Duke of Burgundy kept the statue 
of a nude boy on his sideboard, from which is- 
sued a stream of fragrant water to lave the hands 
of guests at the table. 

Napoleon’s fondness for Eau de Cologne was 
so great that Madame de Remusat credits him 
with using sixty “rouleaux” or bottles per 
month; he poured it in profusion over his head 
and shoulders. Fournier described Louis XIV 
as “the sweetest-smelling monarch he had ever 
seen.” Richelieu, during his last illness, insisted 
on sweet-smelling powders being diffused in his 
room by means of a bellows. 

Voltaire termed the perfumed bath the “lux- 
ury of luxuries.” In the reign of Elizabeth 
nearly all great men’s houses in England had a 
“still-room” for compounding favorite perfumes. 
“Let’s go to that house,” said Izaak Walton, “for 
the linen looks white and smells of lavender and 
I long to be in a pair of sheets that smell so.” 

* * * 
A Cramer-Krasselt Co. survey printed in World’s 
Work, 1933, titled “Scents That Make Dollars,” 
listed the six most popular scents with men as 
pine, lilac, rose violet, coffee, cedar. Balsam 
tied for sixth place with cedar. 

* * * 
The quest for beauty and fragrance is not all on 
the part of women. To quote a recent editorial 
in the N. Y. WORLD-TELEGRAM, “in spite of 
the House of David and similar male rebellions, 
men shell out yearly $600,000,000 for manicures, 
hair tonics and the like.” That compares favor- 
ably with the $800,000,000 which women invest 
annually in pursuit of beauty. 

* * a 
The manufacture and merchandising of cos- 
metics and toilet preparations is big busi- 
ness. There is only one publication which 
for thirty years has served this industry 
EXCLUSIVELY. For details, consult THE 
AMERICAN PERFUMER, Cosmetics - Toilet 
Preparations, 9 East 38th St., New York City. 
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There's that about 
an attractive, arene tel te 
stele tetas which invites 
selection and repeated use. 

| Why not see if Continental's 
packaging service OED ab aTey | 
cooperate as effectively with 
PER BCR as emer 
many other manufacturers ? 
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It has always been the 


Helfrich Laboratories to 
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You can be sure. wh 
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HELFRICH PRopDUCTS 


ROUGE COMPACTS 
POWDER COMPACTS 
CREME ROUGE 
FACE POWDER 
COSMETIQUE 


we make private brand cosmetics 
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HELFRICH LABORATORIES 








564-570 W. Monroe St... . . CHICAGO 
HELFRICH LABS. of N. Y., INC. 
30-34 West 26th St... .. . NEW YORK 






HELFRICH LABS. of CANADA, LTD. 
690 King Street, West, 
TORONTO, ONTARIO, CANADA 
BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
HERBERT J. BITTMAN, 318 People's Bank Bldg., Seattle, Wash. 


CHARLES H. CURRY, 420 Market St#., San Francisco, Calif. 
HERBERT F. CROEN, 82 Pryor St., S.W., P. O. Box 907, Atlanta, Ga. 
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BOTTLES 


We show here one of the many 
graceful stock designs in which 
Maryland Clear Glass Bottles 
may be had. These fine, modern 
bottles are available in a com- 
plete range of sizes. They make 
an attractive, practical container 
for nail polishes, polish removers, 
toilet waters, lotions, etc. We can 
also supply sprinkler top bottles 


for shampoos, hair tonics, etc. 


Available in 4%, Y%, 1,2, 3, 4, and 6 ounce size. We can 
supply from stock, popular styles of caps in b!ue or black 


May we send you samples and prices? 
Maryland Glass Corporation, Baltimore, 
Maryland. New York Representative: 270 
Broadway, New York City. Pacific Coast 
Representative: Owens-Illinois Pacific 
Coast Company, San Francisco. 
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THE CHILD'S HEALTH TODAY 


IS THE NATION’S HEALTH TOMORROW 





THE NATIONAL, STATE AND LOCAL TUBERCULOSIS ASSOCIATIONS OF THE UNITED STATES 
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E. N. ROWELL CO,, INc. 


New York Office: SEWELL H. CORKRAN, 30 East 42nd St. 
e Phone: MUrray Hill 2-3447 


Chicago Office: HAROLD G. MacKAY, 444 W. Grand Ave. 
e Phone: SUPerior 1676 


Hollywood, Cal., Office: C. H. E. DUNN, Guaranty Bldg 
e 6331 Hollywood Blvd. Phone: Hollywood 0111 
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Box No. 


379-PS 


-_ metallic seal... striking combination 
of green Dukatone paper and brilliant silver 
foil . . . result: a container that does help 


to sell the product .. . a typical Rowell Box. 


e BATAVIA, NEW YORK 


Boston Office: H. P. TUCKER, 52 Chauncey Street 
e Phone: Hancock 0398 


St. Louis Office: The DICK DUNN Co., Merchandise Mart 
@ § Bidg., 12th Blvd. & Spruce St. Phone: Central 3544 


Detroit Office: H. E. BROWN, 2842 W. Grand Blvd. 
° 319 Curtis Bldg. Phone: Trinity 2-0191 
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Design Service 
Production Capacity 











Probably in no other industry is eye appeal, and quality in containers, 


more important than in the cosmetics field. A study of the leaders 







shows distinct emphasis on these two factors—and that, plus Scovill’s 


designing and quantity-production facilities, is probably the reason so 







many of this industry’s leaders buy their closures and containers here. 


If your purchases include vanity cases, lipstick and eyebrow-pencil 







containers, rouge boxes, jar or bottle closures, specially made dis- 


pensers, or similar metal products, you will probably find that Scovill 






can serve you efficiently and understandingly. 







Our production capacity is equal to the largest orders, but is equally 







well geared to handle smaller quantity requirements. A representative 






from any Scovill office (in Canada, a representative from our Toronto 


plant) will be glad to assist you in the solution of your metal 







container, closure, or special metal product problems. 


Ss ¢ O VIL L 


SCOVILL MANUFACTURING COMPANY 


Drug and Cosmetic Container Division 

















79 MILL STREET WATERBURY, CONNECTICUT 
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Attractive reception room of Countess Bertie dUehlizy, who recently 
opened a demonstration salon in Rockefeller Center, New York, to 
supervise active promotion of her business in America. The room is 
in beige and brown tones and the painting is of Mme. Bertie herself. 
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der is well known to be the largest sell- 
ing single cosmetic item (and has held 
this enviable position for ten years), 
we are now getting into an age when 
rouge and lipstick are fast creeping up 
to it while eye makeup is sprinting 
along, hoping one of these days to catch 
up with rouge. 

We hear a lot about the grief that 
comes from selling makeup products, 
but we also know companies who are 
well satisfied with their profits. When 
you analyze this situation, it generally 
ends up with the conclusion that when 
the well well 
grouped, well packaged, and well pro- 
moted (not to mention rightly priced), 
the grief goes overboard and the profits 
make the port. There has been and 
there still is too much haphazard put- 


lines are planned, 


ting-together of makeup lines, too much 
duplication in pigment colors, out-of- 
tempo packaging, and poor sales effort 
at the counter. But the public is de- 
manding these products in ever in- 


creasing volume and it looks as if man- 
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She’s Not Dressed--- 
Until She Puts Her Face Un! 


RUTH HOPPER LARISSON, Cosmetic Consultant and Package 
Designer, discusses the meaning of a recent survey of cosmetic 


WHILE face pow- 
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ufacturers—some of them anyway 
better settle down seriously to the busi- 
ress of sound make-up lines, well pre- 
sented and well promoted. 

The 1934 and 1936 Woman's Home 
Companion surveys (which | discussed 
in the August issue of the Perfumer) 
indicate plainly this growth of demand. 
They show in bold relief the tremen- 
dous changes that have taken place in 
And 


these are all facts which you can go 


the space of a very short time. 


out and check up on for yourself. 
Although the sale of creams fell off 
during depression years, face pow- 
der sales forged ahead of their past 
As far back as the 1934 sur- 
\ per cent of women used face 
powder. Just who and how often, ac- 


cording 


records. 
vey, 97 


to their ages and their buying 
and using habits, are significant points 
also covered in the survey. The 1934 
survey records that rouge, which had 
been used by 58.5 per cent in 1924, 
had increased to 81.9 per cent by 1934 
and 87.1 per cent in the 1936 survey. 

Lipstick was recorded as 24 per cent 
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preferences and draws some lessons from which every manu- 
facturer may profit in his old lines or in launching new products. 


used in 1924 and jumped to 74.5 per 


cent in 1934. (Ten years can certainly 
do strange things to the cosmetic busi- 
ness! ) 

In the 1934 survey, the following 
face powders lead in the order of men- 
tion: Coty, Lady Esther and Elizabeth 
Arden, but in 1936 we find Lady Esther 
with 14.4 per cent, Coty, second, with 
12.9 per cent, and Max Factor, third, 
with 10.3 per cent. 

On the subject of rouge in 1934, 
Hudnut led, followed by Rubinstein 
and Arden, third; but in 1936 this has 
changed and Max Factor is first with 
12.2 per cent, Tangee follows with 9.4 
per cent and Rubinstein is third with 
8.3 per cent. 

Lipsticks show an equally changing 
setup from 1934 to 1936. In 1934 Louis 
Philippe led, with Tangee, second 
and Hudnut, third, but in 1936 Tangee 
leads with 14.8 per cent, Factor is sec- 
ond with 11.9 per cent and Coty is 
third with 8.5 per cent. 

There is one more point I want to 
make here. In the 1934 survey, eye 
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shadow, mascara and pencil were not 
included (they hadn’t yet become so 
important to the masses) but in the 
1936 survey these have been extensive- 
ly and most interestingly covered and 
are worthy of the study of those manu- 
facturers who aim in that direction. 
All these points which indicate the 
past and present trends in changing 
buying habits of women where makeup 
should 
drive home the fact that makeup items 


preparations are concerned 
as well as face powder are of increas- 
ing importance in the daily routine of 
even the average woman. She is fast 
coming to the point where she realizes 
she isn’t dressed until she has put on 
her face. Cosmetic manufacturers have 
been about the last group of those in- 
volved to grasp the importance of this 
fact that cosmetics are really part of 
fashion. A number of companies, today, 
are giving this the proper consideration 
and shaping their promotion and ad- 
vertising appeals to its significance, 
but they were actually forced into it 


by the demand of women for makeup 


which harmonized with their clothes. 
You see, when brilliant colors settled 
down from high fashion to mass fash- 
ion a_ so-called “natural” makeup 
wasn't always sufficient. And in the 
scuffle of so much talk about harmon- 
ized makeup women are growing just 
plain makeup conscious, harmonized 
or not, as the case may be! 

It would not be a fair comparison to 
merely check up one leader’s box of 
face powder against another, particu- 
larly in those cases where the manu- 
facturers different 
packages, weights and prices on face 


may have several 
powders. Instead I want to suggest 
fundamental packaging 
points which not only leaders in the 


some good 
field should consider, but everyone who 
has a face powder in the line. 

Make the box easy to open and 
easy to close. 

Make it as airtight and dust 
proof as science, industry and your 
own ingenuity can devise. 

Don’t make it too large. Gener- 
osity in face powder is a boomerang 
when the last third of the box has 
lost all its perfume, grown dusty 
and “old” looking. 

If you want to sell double quan- 
tities, say so; put them in a single 
box but with two drums, the second 
to be opened only after the first is 
used up. 

Many boxes of face powder stand 
on the dresser or bathroom shelf and 
tucked into a drawer. This 


are not 
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Rouge, lipstick and powder leaders in 1936 Survey of Woman’s Home 
Companion 


means that the decor on the package 
should be subtle enough to blend with 
any bedroom color scheme. 

Another point indicated by this 
habit is that if the box of powder is 
left out, the puff probably joins it in 
dust collecting. If you can devise a 
practical box which will include the 
puff (never lying on the powder but in 
a separate compartment) you will be 
assisting your customers to a more 
sanitary use of puffs. Or, for a slight 
increase in the cost of the original pack- 
age, give them a set of puffs which, 
described in your promotion material, 
should be enough to last as long as the 
face powder. Most women won't wash 
their puffs. Most women won't use fresh 
ones often enough, yet they are learn- 
ing to, by slow and halting degrees. 

Be sure the label on the powder box 
is easy to read, particularly the name 
of the often rubber 
stamped on and blurred besides. 

Don’t perfume your powder too 
highly, for women are likely to grow 
tired of it more quickly or resent its 
interference with the perfume they use. 


color which is 


Since face powder has always been 
a bread-and-butter item in toilet goods, 
a lot more thought and effort has been 
given to the packages than to those for 
some other products. The round boxes 
have become a safe standard, but oval 
and square boxes are frequently very 
popular; generally this depends upon 
the ease of use of the product. Metal and 
plastic, as well as paper, are good ma- 
terials to use, but should be highly 
styled within the price range of the 
product. Three dollar a box powder 
doesn’t belong in a_ sixty-nine-cent- 
looking box any more than a fifty cent 
product should try to masquerade as 


the three dollar item. 


When we come to rouge and lip- 
stick we have another phase of mer- 
These two 
products and their little cousins, mas- 
cara, shadow and pencil, are used at 
the dressing table 


chandising to consider. 


or whatever serves 

and also in the 
handbag from morn to night. Handbag 
use presents the new problems. It neces- 


as a dressing table 


sitates keeping these packages up to 
the minute in fashion. They must syn- 
chronize with styles and colors in 
clothes, gloves, pocketbooks, etc., par- 
ticularly, if they belong in the upper 
price brackets. If they are in the medi- 
um or low price group, including chain 
store makeup items (which are giving 
everyone else 
nights), they 
dignified, but 


in the business sleepless 
may be either gay or 
should always be smart. 

They need not change so often nor 
does the line have to be as extensive as 
the highly priced items. One set of 
colors and designs for cases may be 
sufficient. Even in the highest price 
field one set of colors and designs at a 
time will often take care of the busi- 
ness adequately, but they must be re- 
placed at more frequent intervals with 
entirely new styles and shapes as well 
as new designs. 

Styling for daytime and evening is 
another safe breakdown from a fash- 
ion point of view. Some companies 
have gone further and included sports- 
wear as a third fashion division 
styling. 

The determining factors for these 


for 


points all lie in knowing your own 
market—knowing it from actual re- 
search and study, for one set of con- 
sumers will respond to one tempo of 
styling and price group while another 
set will respond quite differently. 
The very chaotic state of the makeup 
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market is further proof that most com- 
panies do the bulk of their business on 
a small percentage of the numbers they 
actually carry. This situation doesn’t 
exactly make it easy for the retailer to 
carry a full line of the manufacturer’s 
products. In addition, it adds con- 
fusion in the customer’s mind when 
she has too many products which are 
so extremely close that she simply can- 
not make up her mind in selecting the 
one she wants. Shorter lines and fatter 
profits are indicated and a close study 
of your own costs and profits will dis- 
cover to you that such a step is not at 
all hazardous but just plain horse 
sense, 

One point brought out strongly in 
the Woman's Home Companion sur- 
veys, which should be of great interest 
to manufacturers, is the unexpected dis- 
tribution of rouge business. Only about 
half of it goes to the dozen or so leaders 
in the field, while the other half is 
chalked up in extremely small portions 
to all (and there are many) also-rans. 
Yet, in the 1936 survey we find that 
the thirteen leading brands of face 
powder are used by 89 per cent of the 
women answering the survey. The lip- 
stick figures in this same survey are 
nearer to the rouge set-up than to face 
powder since eleven leading brands 
are used by only 65.8 per cent of the 
women responding. 

And a further significant point for 
all manufacturers to mull over is the 
fact that women do not slavishly follow 
lines to the extent most companies 
would like. They pick and choose each 


product according to their tastes, 
whims, or pocketbooks, and _ even 


though they happen to like and buy a 
“Mary Brown” lipstick, they do not 
necessarily use “Mary Brown” rouge, 
eye makeup or face powder. 

There are several possible ways of 
capitalizing on this very point but I 
have yet to see the manufacturer who 
will do it. This situation is generally 
explained away with the old standby, 
“buying habits.” But after all, what 
are buying habits? In this case, at 
least, they indicate women’s prefer- 
ences and it seems to me it’s worth find- 
ing out the why and wherefore of those 
preferences. It also indicates wide op- 
portunities for missionary work in edu- 
cating the public to “harmonized” 
makeup. (This poor word, “harmon- 
ized makeup” has been so frequently 
abused and so seldom wisely used that 
it has almost lost any power of convic- 
tion even in the minds of the public.) 
But one very direct way of influenc- 
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ing the customer to buy entirely from 
one line rather than one item here and 
another there, is to make the cases and 
packages in the line so distinctive and 
attractive that women will want them 
for their sheer beauty and charm—eye 
appeal, in other words. Only be sure 


the Old Man with 


ft Our sad-eyed companion, return- 
~ ing from the N.W.D.A. meeting. 
reports somewhat adversely. It seems 
he sought almost in vain for a cosmetic 
group in whose sorrows he might join 
and was a day and a half in finding 
one. Can this be a sign of lessened in- 
terest in the drug trade as an outlet? 


B 


speech. 


One good feature of the meeting, 
he reports, was Jimmy Hoge’s 
The is coming 
along, and unless his boss and mentor 


young man 
in association work leads him astray, 
he will be a great asset to the drug 
trade. Knowing that the mentor has 
mellowed a bit, we feel that no serious 


wandering will happen. 
a It is no wonder that the Robinson- 
Patman mock trial resulted in a 
“hung jury.” A “hung” Trade Com- 
mission on some of the complaints does 
not seem unlikely. We have no aspira- 
tions in the direction of a Trade Com- 
missionership. Errant reporting brings 
sorrow enough. 


a 


have been permitted a 


Holiday merchandise is reaching 
the editor’s desk in profusion. We 
brief glance. 
Regretfully, we record that most of it 
One 


or two unusual and beautiful ideas for 


seems to be the same old thing. 


which we predict considerable success. 
They will have little competition! 


over a long drink that her cosmetics 


\ rather wealthy lady of our ac- 
quaintance told us confidentially 


came from one of the five and dime 
chains. (She really is a delightful 
looking person, too.) But, it seems, 
she makes up the list and the chauffeur 





that behind the eye appeal victory lies 
such a high standard of product that 
the first sale will lead to the second. 
And that brings us right back to “buy- 
ing habits” again, only in this instance 
will we have had some control over 
them! 





the purchasing. Has never been 


Are 


does 
in a “five and ten” in her life! 


there any others? 


& Scanning the pages of current 
magazines, we see some fine ad- 


Alas, 


much cannot be said for creams, pow- 


vertisements for perfumes. 


as 
ders and soaps. Here where reality 
might be useful, vagrant flights of 
fancy seem to reign. Perhaps these 
florid and lurid ads sell goods, but the 
sane ones seem to be those of the larg- 
est and most profitable enterprises. 


Vitamin science grows more amus- 

ing and amazing daily. One New 
York department store sold 500,000 
cakes of a vitamin soap in almost less 
than no time. Of course, the price was 
right, but even so ! 


Without too much regret, we an- 
nounce our retirement from this 
cavern of impudence. Perhaps it will 
be but temporary. At our age, it mat- 
ters little. We hope no reader has been 
offended by our seeming querulous- 
ness. Again, at our age, it is difficult 
always to be sweet tempered. Our 
ancient carpet bags are packed for a 
journey into the wilderness. It is not 
too unfamiliar to us. Frankly, we like 
it better than the hive of industrious- 
ness which represents Fifth Avenue. We 
pick up the carpet bags, whistle up 
our sad-eved companion, and give you, 
“Vale!” 


FREEGIFT PATCHIN 
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POLYMERIZATION 
of Phenylacetaldehyde 


DR. ARNO MULLER discusses the phenomenon of polymeriza- 
lion of aldehydes and sives a new view as to ils cause. He also 
deseribes the capillariseope, a device which he invented for testing 
essential oils for age and purity, used in the experimental work form 
iné the basis for this artiele. 


THE aldehydes of 
the formula R.CH».CHO, and more par- 
ticularly phenylacetaldehyde C,H. 
CH,.CHO; — p-methyl-phenylacetalde- 
hyde—p-CH;.CgH,CH».CHO (syringa- 
aldehyde) and z-methyl-phenylacetal- 
dehyde—C,H;CH(CH;).CHO 


tropic aldehyde) are very prec ious ma- 


TABLE I 
Phenylacetaldehyde in diffused daylight (Autumn). 
Contents of 
CuHs.CH:.CHO 


99-99,5%/, 


93.5% 
74.7%, 


time: d° n'a 
Ist day 1,0310 1,5250 


30th day 1,0316 15245 
30th day 10494 15340 


container: 
brown bottle 
white bottle 
brown bottle 
white bottle 
(hydra- 

TABLE ll 
terials from the perfumer’s point of aa easariaeeea naire tein Contents of 
C.H;.CH:..CHO 


99%. 
74%, 
88,8%, 


53,8% 
82.4% 


n'a 
1,526 


1.5475 
1.5316 
|,5585 
15323 


view. Unfortunately, the use of these time: d 


Ist day 1,0330 
30th day 1,0769 
30th day 1,0408 


60th day 1.0940 
60th day 1,0485 


container: 

brown bottle 
white bottle 
brown bottle 
white bottle 
brown bottle 
white bottle 


aromatics is very limited, especially 
the of toilet 
owing to their strong tendency towards 


in manufacture soaps, 


rapid polymerization. The author' of 


this article recently found an explana- 


tion to this, after having carried out a 


The different conduct is unmistak- 


number of physico-chemical experi- 
ments. According to these experiments, 


the of the CH. 


group, which are related to the alde- 


hydrogen-atoms 


hyde-group. are in an “activated” state 
which leads, for instance. by the forma- 
tion of semi-acetal, to a temporary enol- 
form. in accordance with 


OH 
R.CH=CH. 


In my opinion, this 
of the 
ol 
phenylacetaldehyde, p-methyl-phenyl- 
acetaldehyde 


R.CH,.CHO- 


phenomenon is the real cause 


exceedingly easy polymerization 


and hyrdatropic-alde- 
hyde 
With the experiments described be- 


shall 


course these polymerizations take and 


low. | illustrate how curious a 
what are the practical consequences. 

If chemically pure phenylacetalde- 
hyde* is exposed to diffused daylight, in 


brown and white glass containers re- 


o 
g 
spectively, it will show the physical 
conduct given in Table I. 

After about a month, the phenylace- 


taldehyde in the white glass container 
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showed a very pronounced polymeriza- 
tion by the precipitat.on of absolutely 
clear crystals, which became manifest 
not only by increased density and index 
of refraction. but also by a waste of 
“oximierbar” aldehyde*. On the other 
hand, phenylacetaldehyde placed into 
the brown glass container did not show 
any crystals at all and the aldehyde 
content remained remarkably high. In 
both cases a slight production of gas 
was observed from time to time. 


TABLE Ill 


Formation: 


“Dimerer” phenylacetaldehyde: 


“Trimerer” phenylacetaldehyde : 


(CCH.Os ) 


*“Pentamerer” phenylacetaldehyde: 


(C,H,O;) ? 


ably illustrated by the capillariscopic 
conduct® according to figure 1 The de- 
ferred capillary spreading of the poly- 
merized phenylacetaldehyde is illus- 
trated in the sharply declining curve II. 

If, on the other hand, we again place 
phenylacetaldehyde into two different- 
ly colored glass containers and expose 
it to the faint shade of the summer sun, 
we find, according to Table IT, figure 
2, that the position is exactly reversed. 


In the presence of 10‘¢ aquatic liquor 
of caustic potash and also with piper- 


idin: color less resin. 


in the presence of sulfuric acid of 23°%: 
colorless and odorless crystals. M.P. 
155-156°C: easily soluble in benzene, 
chloroform and acetone; practically 
not soluble in water. Solubility in pure 
(monomere) phenylacetal- 


9 7" 
eet 


unaltered 
dehyde 


(. 


In dark and ultra-violet light and with- 
out any addition of catalytic agents. 
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H. Stobbe & A. Lippold,® who made 
accurate experiments in respect of the 
proportions of polymerization of phe- 
nylacetaldehyde, found the “polmeres” 
shown in Table III. 

Both these authors also found that 
polymerization steadily continues, but 
comes to a standstill by radiation with 
short-wave-light, to polymerize with 
increased intensity when stored in a 
dark room afterwards. Stobbe and Lip- 
pold explain this phenomenon as fol- 
The polymeriza- 
tion is exceedingly sensitive to light 
the 


lows: spontaneous 


forms 
dark 


and which 


n CgHsO 


equilibrium 


(CgH,O)n. In 


— 


_ 


my 


light 

opinion, the process is better explained 
by the rays of short-wave-light, which 
are fixing the loosened electrons‘ of the 
CH.— group. 

It is at once evident that the poly- 
merization of phenylacetaldehyde and 
allied aldehydes represents a very com- 
plicated problem and requires further 
explanation. 


hydrogen-atoms of the 


The Capillariscope 

This is a new device 
for the examination of essential oils 
and allied products the four 
sketches below). We know as the ca- 


(see 


pillariscope* an apparatus constructed 
by myself” and with which, by means 
of filter paper, it is possible to mea- 
sure the capillary spreading of essen- 
tial oils quantitatively by circles. 


The following is the procedure: 


Fig. | shows a capillary tube known as 
“Stalagmometer,” which is constructed 
in various dimensions, according to the 
viscosity of the essential oil for exam- 
ination. 

For testing purposes, the oil is passed 
through a fibreless filter-paper, sucked 
into the capillary tube by means of a 
rubber-ball, or simply a piece of rub- 
her-tube and the outlet of the tube is 
then carefully dried with a filter-paper. 

This operation terminated, the glass- 
tube is fixed into a stand (Fig. 2) spe- 
cially constructed for the purpose. Care 
must be taken that the tube is suspended 
perpendicularly over the center of the 
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Diffused Daylight (Autumn) 
Figure | 


Phenylacetaldehyde, pure 
Phenylacetaldehyde, in brown 
bottle, 30th day 
Phenylaceta!dehyde, in white 
bottle, 30th day 


frame which is to receive the capillary- 
paper. The paper itself is laid into the 
frame only after the first few drops of 
the substance under examination have 
passed through the outlet. The next 
drop, intended for the test, is then 
allowed to fall into the center of the 
capillary-paper from a height of ap- 
proximately 1.5-2 cm. and carefully 
timed from its contact with the paper. 
As soon as the second drop has fallen. 
on to the paper, the mobile frame is 
turned aside and the liquid is left to 
be completely absorbéd by the paper. 
In order to prevent excessive evapora- 
tion, the paper is placed in a glass- 
basin containing a few paper-cuttings 
saturated that 
This operation, however, is only re- 


with the oil is tested. 
quired or advisable for tests of very 
volatile oils. 

the illumination box 


(Fig. 3) is set into action. If the watch 


Presently, 


indicates that the drops have been on 
the paper for about 4 minutes, the paper 
is placed into the frame and on to the 
illumination disk fixed in the interior 
of the box and then covered with the 
cyclometer measure the 
Author) (Fig. 4). The 
favorable adjustment of the circle is 
quite easy after the first few experi- 
ments. According to the paper used and 


(a device to 
circles formed 


Diffused Daylight (Summer) 
Figure 2 


|. Phenylacetaldehyde, pure 

ll. Phenylacetaldehyde, in white 
bottle, 30th day 

Ill. Phenylacetaldehyde, in brown 
bottle, 30th day 


also the oil under test, the drops mostly 
form correct circles, but it sometimes 
happens that ovals are formed. By the 
clever disposition of the measure-disk, 
which permits measuring the contin- 
ually spreading drops rapidly at four 
different points, the results obtained 
show a very satisfactory average. The 
measurements are marked from 5 to 5 
should extend over 
a maximum of 60 minutes and to a 
maximum diameter of 7 cm. The elec- 
tric bulb should be lit only to read the 
measure disk. Thus, the temperature in 
the illumination-box is kept reasonably 


minutes and they 


low. The normal temperature in the in- 
terior of the box should be between 
20-24°C during the reading of the 
cyclometer. 

It is suggested that. for graphic utili- 
zation, the simplest way is to represent 
the time “t” as abscissa and the diam- 
eters of the circles “d” as ordinates. 
It is recommended to use iso-amyl alco- 
hol oil.” for this 
stance the correction of 
comparative curves, 
which are likely to occur on account of 
variations in the quality and grain of 
filter-paper. 


“standard sub- 


as 
allows for 


deviations for 


Water is not suited for this purpose. 
In spite of the high surface tension of 


water, abnormal curves'” are obtained. 










































































This phenomenon can only be attrib- 
uted to the deformation of the capillary 
spaces of the filter-paper, produced by 
the mollification of the cellulose-walls. 
Here, as in many other cases, its action 
can be characterized as being levelling. 

Approximately 160 irreproachable 
essential oils have been tested with this 
apparatus and the results have been 
tabulated in form of graphic curves. 
These give a clear picture of the origin- 
ality and efficiency of this new method 
of testing essential oils for purity and 
age. 

The capillariscope has, over more 
classical instruments such as: scales, 
polarimeter and_ refractometer, the 
definite advantage of being cheaper. 
Moreover. only a few drops of an 
essential oil are required for a test. 

This method can also be applied for 
testing fatty oils, mineral oils, filter- 


paper, etc., etc. 


"A. Miiller—“Zur Natur der Lésung von 
Phenylacetaldehyd in  Benzylalkohol.” <A 
contribution dealing with solutions of alde- 
hydes in alcohols. Helvetica Chimica Acta 
17, 1231 (1934), and “Der Chemismus der 


Halbacetalbildung der Aldehyde R. CH. 


CHU una die Natur ihrer Loésungen in 
Benzylalkohol. “Die Konstitution des Phenyl- 
acetaldehyds, p - Methyl-phenylacetaldehyds 
und Hydratropa-Aldehyds auf Grund ihrer 
Elektronenverteilung”; Helvetica Chimica 
Acta XIX, 225 (1936). 

* Various works dealing with the chemi- 
cal process of the polymerization are at pres- 
ent in progress. 

Product of Usines de l’Allondon 5S. A., 
La Plaine-Geneva, obtained by special proc- 
ess of A. Kaufmann, D.R.P. 509938-28.7. 
1927; D.R.P. 528506-30.10.1928. 

* Analysed according to the method of ox- 
imation by means of hydroxylamin, vide 
R. E. Meyer and Usines de |’Allondon S. A.. 
La Plaine-Geneva; “Riechstoffindustrie” 3, 
136 (1928). 

A. Miiller—“Die Viskositat, Oberflach- 
enspannung und das capillariscopische Ver- 
halten der atherischen Oecele”; “Journ. f. 
prakt. Chemie,” N.F. 14], 167 (1934). The 
“Capillariscope” and the prospekt may be 
obtained from C. Gerhardt, Bornheimer- 
strasse 100, Bonn F. 

“H. Stobbe & A. Lippold—*“Journ. f. 
prakt. Chemie (2”).” 90. 277 (1914), 
“Schimmel’s Ber.”, April, 1915, 96. 

A. Miiller—loc. cit. 

* This registered apparatus is sold in the 
market by C. Gerhardt, Bonn a Rhein, Born- 
heimerstrasse 100 Germany. 

*A. Miiller, “Die Viskositat. Oberflachen- 
spannung & das capillariskopische Verhalten 
der atherischen Ole.” J. f. prakt. Chemie 
N.F. 141. 1934, S. 166-192. 

* A Miiller, J. f. prakt. Chemie (2) 134, 
1932. S. 166. 
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@ TESTING DANDRUFF PREPAR- 
ATIONS Drs. Dufree and Cousins. 
writing in the April Standard Reme- 
dies, discuss some practical tests of 
dandruff preparations with the organ- 
ism Pityrosporum ovalis isolated by 
them from cases of seborrhea capitis 
simplex, or dandruff in the common 
language. They were able to induce the 
disease (dandruff) in rabbits and sub- 
sequently cure them with the use of 
fungicidal agents. While this seems to 
be a remarkable advance in the testing 
of dandruff preparations, a letter from 
the Bacteriological Laboratory of the 
Department of Agriculture indicates 
that the Laboratory places no definite 
faith in such tests at the present time. 
However the doctors seem to have 
something in their results which is in- 
triguing to us, who often test such prod- 
ucts. They state that while some fungi- 
cides tested well in agar plate tests or 
cup-plate tests they did not work well 
on animals. In the plate and cup-plate 
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tests, they substituted P. ovalis for S. 
aureus, the usual test organism. The 
organism P. ovalis is hard to isolate 
and culture according to different 
workers. 


@ BLACKHEADS The prolific and 
original Dr. Herman Goodman makes 
another of his excellent explanations 
of skin abnormalities, in an article 
called “Blackheads and Pimples 
What Causes Them,” in the September 
American Hairdresser. The article is 
expertly illustrated by Donald Ross. 
The method of formation together with 
possible results are discussed and pic- 
tured. 


@ EFFECTIVE DENTIFRICES Most 
inspiring and satisfying words are writ- 
ten by Bryan in the Journal of the 
American Pharmaceutical Association, 
regarding the usefulness of both denti- 
frices and mouth washes in lowering 
the bacterial count of the mouth. Three 








nationally known mouth washes snowed 
up favorably in tests. However, while 
the effect of mouth washes tended to 
be transient, effective tooth paste and 
brushing had a more lasting antiseptic 
action, lasting several hours. Not only 
that, but Bryan proved that cleansing 
the teeth is a three-times-a-day-job. The 
ratio of mouth bacterial counts was in- 
versely proportional to the number of 
brushings per day. Lowest mouth 
counts in students brushing three times 
a day, next—twice a day, and last 
once a day. Students with highest 
counts were those who did not brush 
their teeth at all. Dentifrice and mouth 
wash manufacturers should read this 
article. 


@ NEW HAIR BLEACH Recently a 
new hair bleach was offered the trade, 
and already it finds enthusiastic users. 
The material can be used on live or 
dead hair. The amount used depends on 
the hair, whether or not previously 
bleached, texture and other variables. 
The product is non-ammoniacal. All 
interested in this type of product will 
do well to test it out. 


@ VITAMINS & HORMONES Many 
nice comments have come to me re- 
garding the editorial on this subject in 
the October The American Perfumer. 
Any of you who just happened to miss 
the editorial page, are strongly advised 
to go back and read it. The editorial is 
short, but packs a punch in each word. 
Vitamins and hormones are good things, 
as students in my cosmetic class are 
told. But they don’t produce miracles. 
And if you think they do, it is a “rassl- 
ing” match between you and the F.D.A. 
or the F.T.C. PIL bet on the alphabet 


boys. 


@ BULLETINS Many letters and 
telephone requests come to me request- 
ing either the first bulletin on sun tan 
preparations or the latest one on wet- 
ting agents. Please don’t send requests 
to me. Send them to The American Per- 
fumer, which distributes the bulletins. 
As you know, these are free. Separate 
requests must be made for each bulle- 
tin. If you place these in your lab note 
book, you will find that anytime you 
want complete information on any sub- 
ject mentioned in the bulletins, it will 
be at your finger tips. Often such com- 
plete information will save you much 
time and expense. Any reader of 
“Desiderata” can have the bulletins by 
asking for them. 
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New Products and Packases 


by MARY L. GOODMAN 





PARFUMS LENGYEL: This company has 


just introduced a delightful new perfume, 


reminiscent of an eighteenth century Russian 
Court scent, and having a distinctive and last- 
ing odor. The unusual crystal bottle was de- 
signed by Rene Lalique, and carries out 
the imperial character of the perfume. 


2 

RETA TERRELL: A novel perfume. pres- 
entation has just been adopted by this man- 
ufacturer who is offering only white flower 
perfumes. She is featuring “White Russian 
Violet,” “Camilla,” “White Carnation” and 
“White Tobacco Flower” and they are sim- 
ply packaged in a square bottle with glass 
stopper. It is boxed in a plain container of 


“ashes of roses” suede paper, with gold edge. 
The face powder package is extremely hand- 
some and effective. It is made of the same 
material as the perfume box, but has a 
smart gold scroll decoration and gold edge, 
and the initials “R T” are designed on the 


cover, 


* 


SPECIAL RECOGNITION: Matchabelli 
now offers toilet water in this strikingly 
handsome bottle inspired by the forthcom- 
ing coronation. The clear glass container 
with shaker top follows the graceful lines 
of the Imperial Sceptre, and the neck and 
shoulders are covered with the familiar 
Matchabelli crown. This is indeed a very 
smart container, and makes a most attrac- 
tive accessory on the dressing table. 


° 
HARRIET HUBBARD AYER: Another 


particularly charming gift item is this hand- 
ome evening case, which easily fits into 
the hand and yet is large enough to hold 
compact, lipstick, mirror, handkerchief, keys, 
etc. It is offered in a wide range of multi- 
gold, and all 
gold kid, and is about the size of a regular 
card case. It is fitted with mirror, lipstick 


colored brocades, black and 


and vanity, and has a pocket for sundry 
items. 


4 
ELIZABETH ARDEN: To prove that the 


most daring and extreme colors may be worn 
by any woman provided she has the proper 
make-up, Miss Arden has taken the out- 
standing popular colors and created a com- 
plete set of make-up preparations for each. 
The kit contains foundation cream, lipstick, 
rouge, powder, eye shadow, nail polish and 
cosmetique, all selected to create a com- 
plexion most flattering to the color scheme 
with which it is to be used. 





a 
BOL RJOIs: 


f 


Chis company has recently introduced a 
I'ne of toiletries for men consisting of seven staple 


items and seven gift sets, and has named the Line 
“Mansfield.” The items especially developed for men, 
are not heavily perfumed but have a cool fresh odor 
created to particularly appeal to men, and are packaged 
in a simple and conservative style. The set illustrated 
is of leather, and contains aftershave 


shaving cream and talcum. 


brown lotion. 


HOUBIGANT: “Country Club” is the latest addition 
to this company’s line of perfumes. It has a decidedly 
modern and lasting odor and will doubtless have a 
strong appeal to the woman who spends much of her 
time out of doors. It is attractively packaged in a clear 
glass bottle with a glass stopper wh'ch is covered with 


an emerald green plastic cap. The bottle rests on a 


green and gold base and has a smart 


trimmed with a wide band of brown suede lettered in 
gold over the front and back. 


freen covel 


- 


BARBARA BATES: Here is an attractive manicure 
kit which makes an ideal gift as well as a useful year- 
The kit is of genuine brown leather 
lined with moire satin, and contains fourteen major 


round accessory. 


preparation: for beautifying the hands and nails. 


8 
YARDLEY: 


pany’s newest perfume introduced in conjunction with 


“Bond Street” is the name of this com- 


England’s coming coronation. The odor is a delightful 
and enticing scent, and the package is presented in 
dignified and regal style. The graceful gold capped 
bottle is accentuated by two wings tapering from the 
neck of the bottle down each side, and rests in a 


colorful ring on a tiered stand of white and gold. 


9 
EGYPTIAN LABORATORIES: “Hathor” powder de- 


odorant has now been repackaged in a tall glass jar 
with a celluloid shaker top and a black metal cap. 
The gold label, which covers the entire container, is 
printed in black and gives very complete directions 
on the back. 


LEHN & FINK: Hinds Honey & Almond Cream is 
now equipped leak-proof molded red 
dispenser top which is an integral part of the cap. It 
replaces a separate metal dispenser formerly used, and 
is already affixed to the bottle. The lotion is released 
by inverting the bottle and pressing the spout in the 
palm of the hand. Photo courtesy of Bakelite Corp. 


with a new 
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GERMAINE MONTEIL: The popularity of 
this couturier’s products has led to the addi- 
tion of eau de cologne and bath soap to the 
line. The clear glass eau de cologne replaces 
the familiar frosted Monteil package used 
for other items, the bath faintly 
boxed in a smart 


and soap, 


scented, is container of 


creme satin paper with brown trim. 


12 

I.ENTHERIC: An interesting new perfume, 
Oriental and yet fra- 
grance is “Shanghai,” just released by this 


typically modern in 


The character of the perfume is 
beautifully carried out in the package, which 


company. 


early Chinese bronze 


has 


was inspired by an 
The 


handles on each side, and fine gold cord is 


urn. container square cut crystal 
diawn through these across the crystal cube 


over the ground glass stopper. 


- 
15 
EVELYN GARFIELD: A new facial mask 
has added to Miss Garfield’s 
treatment line which she recommends should 


just been 


be massaged into the skin, and not spread 


on as most mask creams are used. She 
claims that this cream is absorbed in the 
skin and stimulates and refreshes the tis 


sues. It comes in an opal jar with red screw 
cap, and red front and back labels. 


14 


LOTUS BUD: Three important items, har- 


moniously packaged, have just been intro- 


this market. The 
recommended for dry 


duced in 
Creme,” 


“Vitalizing 


skin, 


comes 
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in a rose jar with gold metal cap and gold 
black. The lipstick and 


rouge metal containers have rose bases and 


label, printed in 


blue covers, with gold trim and lettering. 


15 
ARMAND: “Wind Blown Roses” perfume 
is the result of popular demand for this 


product after the introduction of Armand’s 


“Blended Cream” which is scented with this 


fragrance. It is packed in an attractive 
flat, notched bottle, and the familiar Armand 
silhouette head is molded on both sides. 
The cap is of white plastic material. 

16 

CAMPANA: Even a hand lotion can b 
packaged so handsomely as to make an at- 
tractive gift package, as witness this new 


Gift Package of “Italian Balm.” 
The bottle is a specially designed container 


Imperial 


used 
on the regular package of “Italian Balm.” 
It has a metal cap and is offered in a card- 


and fits the standard home dispenser 


board setup box. 


17 


KENLEY, INC.: And 
for canine toe nails makes its debut in New 
England! This 
nishings is offering little sets of My o7. 


now colored enamel 
dog fur 
bot- 
polish remover in 


manufacturer of 


tles of nail polish and 
small lavender cardboard boxes attractively 
labelled with a Scottie wearing a stylish red 
bow. The canine nail polish comes in black, 
purple and blue, and 
gift for 


green, red, orange, 


ideal holiday thorough 


breds and mutts alike! 


makes an 














































































Drug Section 
Meets at Skytop 

The fall meeting of 
the Drug, Chemical and Allied Trades 
Section of the New York Board of 
Trade, Inc., was held at Skytop, Pa., 
October 23 and 24. About 75 members 
and guests of the section attended and 
enjoyed two splendid meetings and the 
golf tournament. An informal dinner 
featured the first evening, with Hon. 
Joe Hanley, member of the New York 
State Senate, making one of his fine 
inspirational addresses. The final even- 
ing was given over to dancing. 

The section adopted the report of its 
special committee on by-laws, and heard 
discussions of the Food & Drugs Act. 
Robinson-Patman Law, Social Secur- 
ity Act, Labor Relations Act and other 
matters of importance to the trade. 
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Speakers included James F. Hoge, gen- 
eral counsel for the Proprietary Asso- 
ciation; Ernest A. Gross, representing 
the National Association of Manufac- 
turers; Horace W. Bigelow, counsel 
for the American Drug Manufacturers 
\ssociation; and Dr. Joseph Montague, 
New York physician. A feature was the 
first showing of a splendid educational 
film, “The Wonder World of Chemis- 
try” presented through the courtesy of 
the du Pont companies. 


Trade Practice 
Conference Noy. 19 

The Federal Trade 
Commission has set November 19 as 
the date of the Trade Practice Con- 
ference with the manufacturers of cos- 
metics and toilet preparations. The 
conference will be held at the Hotel 


Group at Harper Method Convention in New York 


Astor in New York and will open at 
10 A. M. 

The rules for discussion, published 
recently in The American Perfumer, 
have in general met with the approval 
of the Commission. The single im- 
portant exception is the rule on open 
price filing. This rule the Commis- 
sion refuses to consider as a Class | 
or compulsory regulation, on the 
erounds that no law exists to compel 
such filing. It will be considered, 
however, as a Class II or voluntary 
and recommended trade _ practice. 


Harper Method 
Group Convenes 

The second annual 
convention of the Eastern Harper Meth- 
od Association was held at the Hotel 
Roosevelt, New York, October 18, 19 
and 20, and was attended by a large 
number of beauty shop owners and 
operators. The program was arranged 
efter a questionnaire had been sent out 
to the members inquirying which sub- 
jects they were particularly interested 
in, and the sessions, accordingly, 
proved instructive and valuable. 

The convention opened with a re- 
ception and banquet on Sunday even- 
ing, and the business sessions were 
held on the following two days. On the 
first day, subjects of interest to beauty 
shop operator; were taken up, while 
the second day was devoted to matters 
of primary interest to shop owners. 
Members found this arrangement very 
satisfactory, and were greatly enthused 
over the addresses and demonstrations. 

New officers elected for the coming 
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year are: Miss Altena Ryan, West Hart- 
ford, Conn., president; Miss 
Rosenfeldt, Germantown, Pa.,  vice- 
president; Mrs. Loretta Frey, New Lon- 
don, Conn., secretary, and Miss Emma 
Smith, Ridgewood, N. 


These new officers are now formulating 


Isabel 


J... treasurer. 


plans for the association, and antici- 
pate an active and profitable year for 
its members. 


Cosmeticians Elect 
Mrs. Fayant President 

Mrs. Winifred Fay- 
ant of Philadelphia was elected presi- 
dent of the American Cosmeticians As- 
the annual meeting in 
Chicago in October. Other officers for 
the coming year are Mrs. Nelle B. 
Ramsey, Wichita, Kans., vice-president: 
R. H. Milliken, Oklahoma City, vice- 
president; Mrs. May Quadlander, Kan- 
sas City, vice-president; Mrs. Elizabeth 
Dorr, Lexington, Ky., vice-president; 


sociation at 





Mrs. Fayant (left) presents cup to Mme. Louise 
(right) as Miss Martell looks on 


Mrs. Edna Voegele, Greensburg, Pa.. 
vice-president; Mrs. Nellie Braden, 
Cleveland, vice-president; Mrs. Ellen 
R. Bell, Chicago, vice-president; and 
Mrs. Ruth D. Maurer, New York, 
chairman of the executive committee. 

More than 400 attended the sessions 
and enjoyed an interesting and instruc- 
tive program. A feature was the pres- 
entation of a cup to Madame Louise 
in recognition of her contributions to 
beauty culture. The tentative date for 
the 1937 meeting was set as October 3 
at the Sherman Hotel in Chicago. 


Soap Makers to 
Meet in New York 
The annual meeting 
of the Association of Soap & Glycerine 
Producers will be held in New York 
December 3. Reports will be heard and 
officers elected for the coming year. 
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The Michigan Association gave Andy Broderson this farewell party at the 


Detroit Leland Hotel, October 16. 


President Ray Vicary gave the guest 


of honor a handsome desk pen set on behalf of the association and com- 
mented on Andy’s splendid work as chairman of the membership com- 


mittee during the last year. 


Mr. Broderson is transferring from Detroit 


to the Wyeth Chemical Co. plant in New Jersey 


Munet Export 
Manager for Rubinstein 


Helena Rubinstein 
has appointed Edward Puig Munet to 
act as export manager in charge of the 
foreign business for Latin-American 
countries, the West Indies and Philip- 
pine Islands. Mr. Munet has been con- 
nected with the perfumery and cos- 
metics industry for many years and is 
very well known in South America. 


Flavor and Perfume 
Production Reported 

Reporting on the 
production of synthetic raw materials, 
the U, 


lished its annual report on dyes and 


S. Tariff Commission has pub- 


other synthetic organic chemicals. The 
following paragraphs have to do with 
flavors and perfume materials: 

“The growing popularity of syn- 
thetic flavors is indicated by an increase 
in production of 16 per cent, in sales 
volume of 22 per cent, and in sales 
value of 9 per cent. All of the well- 
known products in this group show sub- 
stantial gains in sales in 1935. Methyl 
salicylate (artificial oil of wintergreen ) 
increased 23 per cent in sales volume; 
coumarin, 13 per cent; vanillin, 4 per 
cent; and ethyl benzoate, 14 per cent. 
The average value per pound of sales 
of vanillin declined from $4.06 in 1933 
to $3.36 in 1934 and to $2.98 in 1935. 

“There were 14 domestic producers 
of flavors in 
as in 1934. 

“Perfume materials of coal-tar ori- 


1935, the same number 


gin, on the whole, showed a decline in 





production of 5 per cent in 1935 as 
compared with 1934. Sales volume de- 
clined | per cent and sales value 2 per 
cent. These decreases are largely ac- 
counted for by amyl cinnamic alde- 
hyde, benzophenone, musk ketone, and 
phenylethyl alcohol. Increased 
duction is reported for benzyl acetate. 
cinnamic aldehyde, diamyl phthalate. 
musk ambrette, musk xylol, and phenyl- 
ethyl acetate. 


pro- 


“There were 27 makers of perfume 
materials in 1935, or 3 more than in 
1934.” 


Westlake Forms 
New Company 

Edward G. West- 
lake has resigned as secretary of Mc- 
Coy, Jones & Westlake, Inc., Chicago, 
announces the formation of the 
Edward G. West- 
lake Co., effective 
November 1. Sales 
offices and display 
rooms will 
opened at 367 
West Adams St., 
Chicago. Mr. (Ed- 
die) Westlake’s 


new 


and 


be 


organization 





will specialize in 
imported perfume 
bottles, glass nov- 
elties, boudoir and table glassware and 
other bizarre and unusual merchandise. 

Sailing November 7 on the Cham- 
plain, Mr. Westlake will spend seven 
weeks in Europe developing new lines 


Mr. Westlake 


for the coming season. Arrangements 
have been made whereby this firm will 





| 








have its own complete organization in 
Czechoslovakia. By controlling the 
products from the sketches to the proc- 
essing by small home workmen and 
cutters, the Westlake company will 
produce its many bottle novelties un- 
der its own careful supervision. 


Mutch Heads Soda 
Flavors Association 


Samuel W. Mautch 
of Philadelphia was elected president 
of the National Manufacturers of Soda 
Water Flavors at the recent annual 
meeting. Clarke E. Davis was named 
vice-president, W. H. Gast, treasure: 
and John S. Hall. secretary. The 
meeting was devoted principally to a 
discussion of legislative problems. 


Pharmacopoeia to Have 
Annual Supplement 

Work is being 
started on the first of the planned an- 
nual supplements to the U. S. Phar- 





yernol 


\ 


macopoeia, which will appear about 
January 1. Included for study are a 
fairly long list of items on which ques- 
tions have been raised since the pub- 
lication of U.S.P. XI. The only items 
thus far of direct interest to cosmetic 
manufacturers are olive oil where im- 
porters indicate that the requirement 
of crystalline particles at 10 to 8 C. 
will not apply to all pure oils; and 
Unguentum Aquae Rosae, where it has 
been stated that storage requirement 
for collapsible tubes is impracticable. 


Schoenith to 
Occupy New Plant 

The new plant of 
the J. Schoenith Co., manutacturer of 
candles and cosmetics in Charlotte. 
\. C., will be ready for occupancy 
about December |. It will have at least 
70,000 square feet of floor space and 
consolidate the activities of the com- 
pany, now carried on in two plants in 


the city. 





|. E. Barton, F. C. Wilckens, G. Beeman, J. H. Helfrich. 2. A. R. Vicary, J. M. Wolff, 
GS .Carlisle, H. Shotwell. 3. C. E. Jamieson, G. Snider, W. Elliott, W. 1. MacDonald. 
4. E. Van Allsburg, R. Clarke, B. Roberts, G. Buck. 5. E. Tysdal, T. Jones, H. Monroe, 
A. Broderson. 
The annual Field Day of the Allied Drug and Cosmetic Association was 
again held at Meadowbrook Golf and Country Club, September 23. The 
winners of the cups are: G. Carlisle, match play; William Solonicker, low 
net; and Wilbur Elliott, low gross. Among the out of town friends pres- 
ent were: J. H. Helfrich, F. Wilckens of Helfrich Laboratories and E. 
Barton of Compagnie Parento, Ltd., Toronto. 


Elizabeth Arden 
Entertains at Tea 

A very instructive 
and interesting demonstration was 
given by Elizabeth Arden at a tea 
late last month, in which was em- 
phasized the importance of figure, pos- 
ture and hair, in addition to correct 
make-up for the well-groomed woman. 
The guest artist was M. Guillaume, 
prominent stylist of Paris, who dis- 
played four coiffures which he had de- 
signed, inspired by the coming coro- 
nation. Society mannequins featured 
Miss Arden’s latest makeup prepara- 
tions suitable for the popular fashion 
colors, which proved that a woman 
can choose her clothes in many tones 
provided she uses the proper cosmetics. 
By means of shadowgraphs, various 
posture faults were pointed out, and 
Aldo Nadi, Miss Arden’s fencing in- 
structor, explained the value of fenc- 


ing as exercise. 


Lentheric to Take 
Salesmen to Europe 

All salesmen of 
Lentheric, Inc., New York, who reach 
their sales quotas for the year will be 
the company’s guests on a three weeks’ 
trip to Europe at the end of the year. 
The party, under the direction of W. 
D. Canaday, vice-president in charge 
of sales, will leave on the Normandie. 
the day after Christmas and return on 
the Paris, January 13. A sales con- 
vention will be held route and 
ceneral conference with the members 
of the company’s Paris staff while 
that city. 


Pepsodent Patents 
on Sulfated Alcohols 

The Pepsodent a. 
Chicago, has secured a patent on the 
use of sulfated higher alcohols in den- 
tifrices and will feature the new mate- 
tials in an extensive advertising cam- 
paign. The company believes these 
products highly efficient in dentifrices 
where they largely replace neutral soap 
as a foaming and detergent agent. 


Velvetina, Ine., 
In New Quarters 

Velvetina Co., Inc., 
%h and Douglas Sts., Omaha, Neb.. 
manufacturers of general line of cos- 
metics, is comfortably settled in its new 
and larger quarters. Gradual increase 
of business was given by Robert M. 
Ely, manager, as the reason for moving 
from 1408 Howard St. 
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Hairdressers Exposition 
Held in New York 

The annual Official 
Show and Convention of the New York 
State Cosmetologists’ Association was 
held in the Hotel Pennsylvania, New 
York, the week of October 19. A large 
attendance viewed the exhibits and lis- 
tened to a very instructive program of 
demonstrations and _ lectures. Among 
those exhibiting, were: Blue Bird. Inc.. 
Boyer International Laboratories, 
Clairol, Inc., Conti Products, Conturé, 
Frederics, Inc., F. W. Fitch Co., Hyman 
& Hyman, Nestle LeMur Co., Parfums 
L’Orle, Revlon Nail Polish Co., Rapi- 
dol Distributing Corp., X-Bazin, and 
Y-Age Cosmetics, Inc. 


Action on State 
Tax Proposals 

At the general elec- 
November 3, voters in the 
state of Washington turned down the 
referendum proposal that a tax be 
placed on cosmetics and toilet prepa- 
The tax was supposed to 
finance relief plans of the state. The 
\rizona Legislature has been called 


tion on 


rations. 


into special session on November 15. 
On the agenda for the session, the 
governor has placed a proposal for 
the repeal of the stamp tax on cos- 
This 


tax has been the source of complaints 


metics and toilet preparations. 


from both retailers and consumers in 
the state since its passage. 


Marcus Organizes 
Cosmetic Club, Ine. 

C. Lionel Marcus, 
formerly president of the Lionel Trad- 
ing Co., and later connected with Par- 
fus Corday, Inc., has established the 
Cosmetic Club, Inc., which will spon- 
line of 
Offices have been taken at 95 Madison 


Ave., New York. 


sor a complete cosmetics. 


Weeo Soap in 
New Quarters 

The Weco Soap Co.. 
Boston headquarters for J. 
X Sons of Camden, N. J., recently 
moved to 2 Portland St. The previous 
address was 105-107 Canal St. Wil- 
liam Engleman is New England rep- 


Eavenson 


resentative for this soap concern, sell- 
ing at both wholesale and retail. 


Reorganization of 
Soap Products, Ltd. 

Soap Products, Ltd., 
New York, owner of the patents on the 
“Latherizer” and maker of “Actoglan” 
cosmetics, has completed its reorgani- 
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zation. The company is now under the 
management of the following officers: 
Chairman of the board, John T. Man- 
son; president, L. E. Swinebroad; sec- 
retary and treasurer, L. H. Arnett. Mr. 
Swinebroad is also general manager 
and he has announced the appointment 
of W. A. Root as sales manager and 
H. H. Hubble as plant superintendent 
and chemist. Plant and laboratories re- 
main at 15 Laight St., while executive 


offices are located at 17 East 42nd St. 
Drannon Here on 
Flying Visit 

Roy E. Drannon. 


general manager of Elsa Kramer cos- 
metics, Los Angeles, made a round trip 
flight to New York late in October to 
consult with leading package designers 
and supply houses regarding the re- 
Mr. Drannon 
has been active in cosmetic circles in 
the Middle West and on the Coast for 
the last ten years and is now planning 
for the Elsa 
Kramer line, which is expected to be 
on the market in principal Eastern 


yackaging of his line. 
| gins 


Eastern distribution 


cities during the holidays. 


Mahran Purchases 
Pickwick Cosmetics 

Charles J. Mahran, 
sales manager of Pickwick Cosmetics 
Corp., New York, has purchased the 
plant formulas and other assets of the 
from Charles Pearsall. Mr. 
Pearsall will retire from the cosmetic 
business devoting himself to other lines 


company 


of business. The company will con- 
tinue manufacture of the “Diplomat” 
men’s line and expand its production 
of other lines as well. 


London Hair and 

Beauty Fair 

The 1936 Hair and 
held at 
London, recently. This fair, which is 


Beauty Fair was Olympia, 
held every two years, is the largest 
and most representative exhibition of 
beauty products held in Great Britain, 
and, although some prominent firms 
were missing this year, the fair was 
one of very great interest. The official 
Miss Jane Cain, known 
throughout the British Isles as “The 
Girl With the Ex- 
hibits at this fair not restricted 
to British products, and a number 
emanating from America were to be 


hostess was 


Golden Voice.” 
are 


seen, among which the following may 
“Charles of the Ritz” 
beauty preparations, shown by Beauty 
Proprietaries, Ltd.; “Vaseline” brand 


be mentioned: 





Exhibits at London Hair and Beauty Fair 


products, including the new hair tonic 
and soapless shampoo, shown by The 
Co. 


“Tattoo” products; and the 


Chesebrough Manufacturing 
(Cons. ) : 
coconut oil shampoos, etc., manufac- 
tured by the R. L. Watkins Co., shown 
by Fassett & Ltd.; 
Philippe lipsticks, and “Cutex” nail 
Gambles & 
nail enamels. 


Johnson, Louis 
enamels, shown by J. C. 
Co., Ltd.; and “Glazo” 
shown by Glazo, Ltd. 
Soapless shampoos were much in 
evidence, and would certainly seem to 
have almost completely replaced the 
old - fashioned soap - containing sham- 
poos in public favor in Great Britain. 
Manicure preparations were also well 
to the was dis- 
played in the fact that the new “Cutex™ 
and “Glazo” enamels do not evaporate 
to a sticky mess if the bottle is left 
unopened for a few days. The new 


fore. Great interest 


“rust” shades specially designed to 
wear with a suntan make-up also at- 
tracted much attention, as their sphere 
of utility is actually wider than that 
originally envisaged. On the other 
(Continued on Page 78) 


Additional News of the Industry will be 
Found on Pages 78, 79 and 80. 
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IMPROVING PRODUCTION 


By RALPH H. AUCH, A. B., Ch. E. 


SPECIALLY DENATURED 
vs. NON BEVERAGE ALCOHOL 


For the small manufacturer using 
alcohol solely in high grade perfumes, 
the use of specially denatured alcohols 
appears unwise. On top of the red tape 
and restrictions on those authorized 
specially denatured alcohols, namely, 
39-B, 39-C and 40, is the fact that they 
adversely affect good perfumes. 

Analyzing the cost. Non-beverage 
alcohol, which is available to all, costs 
the base price of the alcohol plus tax, 
while the specially denatured alcohol 
costs the base price plus the cost of 
denaturants. The non-beverage costs 
about $3.75 per gallon more. Taking 
round figures for simplicity and using 
l-lb. of perfume compound per gal- 
lon, the added alcohol cost per finished 
gallon of perfume becomes about 
$3.12 per gallon, 2'oc. per ounce oI 
0.3c. per dram. 

Putting it another way, using $24.00 
per pound compounds, good alcohol 
adds 13 per cent; using $32.00 oil. 
10 per cent; using $48.00 oil, 61 per 
cent and $60.00 oil 514 per cent to the 
cost of the finished perfume. It appears 


to be money well spent. 


LABELING 


A capable production man com- 
mented on this writer's article on 
“Closing, Labeling and Cartoning” 
that appeared in the August issue of 
this journal. His criticism was so 
constructive that it is passed along. 

The statement was made on page 73: 
“It is also well to have different size 
drive pulleys and lengths of belt (for 
the labeler) then the maximum speed 
for any given container can be at- 
tained.” This man’s comment was: 
“The idea is good because it is true 
that different sizes and shapes of con- 
tainers can be handled at different 
speeds and one should strive for max- 
imum production always.” 

“However, your method is not the 
best one because it costs money in 
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change-over labor and delay. A V-belt 
and variable speed motor does the job 
equally well and there is no delay or 
expense for change-overs.” He is quite 
right for the initial expense is not pro- 
hibitive. The trouble was this writer 
used the trick years before variable 
speed motors were at all common. 
Then, too, he always associates vari- 
able speed motors with sizable instal- 
lations and not with fractional horse- 
power motors as are required to drive 
labelers. 

And one parting remark. In England 
there is available a clever little bench 
model of the hand-fed labeler—the 
type under discussion. It looks inter- 
esting especially for small containers, 
such as corn remedy, manicure special- 
ties and containers generally of one 


ounce or less capacity. 


USEFUL FATTY ACIDS 

Various fatty acids, including coco- 
nut, castor, palm and olive of excellent 
color and odor are now available. The 
cosmetic manufacturer should find a 
multitude of uses for these materials. 

By way of a few examples: it is dif- 
ficult to saponify the last traces of oil 
in the manufacture of shampoos. An 
excess of potash lye or mixed potash 
and soda lyes can be deliberately 
added to insure complete saponifica- 
tion of the oil or oils in the batch. 
When the reaction has gone to comple- 
tion, coconut and/or olive fatty acid 
equivalent to the excess lye may be 
added. Since it is a contact reaction 
between the fatty acid and lye, a neu- 
tral or slightly alkaline product can be 
made as desired entirely free from free 
oil. 

To develop a sheen in stearic acid 
creams, such as the vanishing and 
brushless shave type, a little oleic acid 
has long been employed. Coconut fatty 
acid will do the same job in most for- 
mulations and while it does have a 
slight characteristic odor, it is not as 


difficult to cover as the finest oleic and 
it remains “sweet” indefinitely. 

Much of the labor involved in making 
shaving cream can be eliminated by 
using the coconut and/or olive fatty 
acids in amounts equivalent to the cor- 
responding oils in the formula. The 
procedure is quite simple. Melt half 
the stearic acid and all of the straight 
or mixed fatty acid. Add the glycerin 
to the warmed alkaline solution and 
run the latter into the former with agi- 
tation. Then run in the remaining 
melted stearic acid. This insures that 
the excess acid present is stearic. 

Due to the price differential between 
the oil and corresponding fatty acid, 
this procedure will not appeal to the 
large manufacturer who is equipped 
to make shaving cream “from the 
eround up.” However, if he takes pains 
to maintain a definite excess fatty acid 
figure in his finished product the use of 
coconut fatty acid for final adjustment 
will prove a money saving convenience. 


LABORATORY REAGENTS 
vs. TECHNICAL CHEMICALS 


The laboratory, in its development 
work, is prone to use laboratory re- 
agents. This is true particularly if any 
ingredient is not regularly stocked in 
commercial quantities for use in some 
other manufactured specialty. When 
the work is completed and the formula 
is put on a production basis, materials 
must be used which are available at 
reasonable prices and in unlimited 
quantities. 

Only too frequently these differ ma- 
terially from the laboratory reagents 
used in the experimental work. The re- 
sult is that the laboratory products are 
not duplicated or reproduced commer- 
cially. Difficulties in consistency, ap- 
pearance, clarity, shade or what-not 
develop which require much time and 
ingenuity to whip. The obvious remedy 
in all research is to use commercially 
available materials from reliable 
sources of supply from the very start. 
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HENRY LEE-CHARLTON describes the 
ingredients and formulation of these 
interesting and popular cosmetics. 


Now that increas- 
ing interest is everywhere being mani- 
fested in film and theatrical make-up 
the progressive manufacturer could do 
a great deal worse than focus his atten- 
tion upon the production and market- 
ing of liquid powders and wet whites. 
After all, wet (known also as 
Blanche de Perle and French white) 
still remains one of the best specialized 


white 


sellers to the theatrical profession ; 
while liquid powder—by no means so 
restricted in its potentialities—finds a 
progressively wider market each year, 
as an excellent cosmetic for evening 
wear, not so much for use on milady’s 
face as for the rest of her exposed anat- 
omy, such as the neck, back, elbows and 
arms. 

This latter is an important point to 
remember, for any attempt to “boost” 
liquid powder as a complete substitute 
for ordinary face powder is virtually 
doomed at the outset. It should, of 
course, be accorded publicity as an en- 
tirely independent beauty aid. Experi- 
ence, moreover, has already proven its 
popularity, especially in cases where it 
has been included as a regular item in 
a liquid cosmetic range, comprising 
liquid, cleanser, skin food, foundation 
cream, etc. Quite apart from this, liquid 
powder is a product that can quite easi- 
ly be added to almost any existing range 
of cosmetics, whether in cream or lo- 
tion form. 


Liquid Powders 


In regard to the sim- 
ilarity of constitution between liquid 
powders and wet whites rather more 
than the usual number of misstatements 
have from time to time been made. Ac- 
iually, the chief difference between an 


ordinary wet white and a good quality 
liquid powder is that the former more 
frequently contains appreciable quan- 
tities of zinc oxide, correspondingly 
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Liquid Powders and Wet Whites 


less of other potential raw materials, 
and is at the same time more heavily 
glycerinated and loaded up with pig- 
ment. However, we will return to this 
later. 

For the time being, let us confine our- 
selves to a closer examination of liquid 
powders. These consist essentially of 
not more than 10 per cent of glycerin 
in aqueous solution, the inert materials 
of powder base comprising about one- 
fifth by weight of the total. 

The obvious ideal to aim at, so far as 
the basic materials are concerned, is a 
will 


pension for as long a period as possible 


combination that remain in sus- 
after shaking. For this reason a reall) 
colloidal kaolin is practically a perfect 
ingredient. Corn or rice starch is also 
this respect. 
tending as it does to keep the heavier 


a desirable additive in 
ingredients in prolonged suspension. 
Glycerin and its various substitutes, and 
certain of the newer American and Con- 
tinental solvents, are obviously of util- 
ity in this connection, as they, too, tend 
to improve the suspension, by means of 
increasing the viscosity of the aqueous 
solution. 


Table I (see page 62) is intended 





A Trio of Popular Liquid 


to serve as a practical guide to com- 
pounding. It should not be regarded 
finished for- 
mulae, for these latter will always de- 


as providing perfectly 


pend upon the grade of raw materials 
used, the views of the manufacturer, 
and similar extraneous considerations. 
However, information expressed in 
tabular form is frequently much easier 
to see at a glance than similar details 
set down in unbroken paragraphs. 

this 
the principal raw materials may be 
In the United Kingdom and 
on the Continent little use is made of 


From table. a fair idea of 


gained. 


such products as bismuth subnitrate, 
bismuth carbonate or lithopone. The 
bismuth salts are still employed, how- 
the 
Sometimes traces of stearates (princi- 


ever, in wet whites for theatre. 
pally magnesium) are incorporated, in 
order to improve adhesion, but these 
are not strictly essential. Tincture of 
benzoin in small quantity is an aid to 
suspension and improves the appear- 
ance of homogeneity, at the same time 
exerting a mildly astringent effect. A 
novel suggestion that the present writer 
has found quite helpful consists of add- 


ing a tiny proportion of quince seed 


Powders 











mucilage to the aqueous part of the 


product, thus imparting a pleasantly 
smooth feeling to the skin. Obviously, 
this is a practice that should not be 
overdone: but delicately handled it 
really can give interesting results. 

It is, above all, essential, when com- 
pounding liquid powders, to get the 
right grade of raw material, i.e., that 
which stands up in suspension for as 
long a period as possible. The present 
writer, for example, has tried one col- 
loidal kaolin after another until at last 
he has been lucky enough to hit upon 
one that has really remarkable proper- 
ties in this respect. Therefore it amply 
repays the manufacturer, in the long 
run, to get as many samples as possible, 
from as wide a variety of sources, if he 
really aims at getting the most satisfac- 
tory and saleable results. 


Grayness in 
Powder Base 

Complaints regard- 
ing grayness in the powder base, after 
the liquid powder has been left ex- 
posed to bright light, may in the vast 
majority of cases be traced to the in- 
discriminate use of zinc oxide. This 
material is readily reduced to metallic 
zinc, under the influence of light, a 
factor that readily accounts for the 
unpleasant grayness that can be ob- 
served in so many liquid powders, 
sun-tan lotions, calamine lotions, etc. 
For this reason, it is better to employ 
titanium dioxide in place of zine 
oxide, in the best grades of liquid pow- 
der, a typical substitution being to re- 
place 10 parts of zinc oxide with a mix- 
ture of, say, 6 parts of titanium dioxide 
and 4 of colloidal kaolin. 

Alcohol is frequently employed in 
proportions varying from 5 to 10 per 
cent in liquid powders, in order to fa- 
cilitate rapid drying. This is quite a 
useful practice, although it naturally 
does not tend to help the suspension. If 
no alcohol is used, aromatic waters 
such as rose water or peppermint water 
may be employed in part replacement 
of the distilled water. Heavily per- 
fumed products are not required, in 
any case. 

Liquid powders are often sold as just 
plain white products, but coloring, 
where necessary, is carried out with the 
aid of suitable pigmetns, such as yellow 
ochre, sienna, Armenian bole, etc. For- 
merly it was considered good practice 
to dye the supernatant liquid to match 
the powder base, with the aid of a harm- 
less water-soluble dyestuff. This cus- 
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TABLE I. Formulation of Liquid Powders 


1. Standard 2. With 3. Quick 4. Extra 
type chalk drying smooth 
Starch, rice or corn 5 5 
Colloidal kaolin 10 10 10 15 
Precipitated chalk 5 5 
Zinc oxide 16 10 : 
Titanium dioxide 5 5 
Glycerin 8 5 10 7 
Alcohol 10 7 9 10 
Perfume compound | | | 
Tincture Benzoin 5 “ 
i ilage 
Quince seed mucilag + = wn 


Distilled water 105 


tom. however, is not nowadays nearly 
so popular as it was, most manufactur- 
ers preferring to leave the aqueous so- 


lution uncoloured. 


Wet White 

Wet white is rather 
simpler in constitution than liquid pow- 
der, but, on the other hand, it should be 
remembered that a high standard of 
quality is usually demanded by the 
theatrically-minded purchaser. 

Zine oxide is here the basic ingredi- 
ent, a characteristic that is readily ac- 
counted for when one appreciates the 
rapid sale of such specialized lines and 
the fact that they rarely get a chance of 
being exposed to light for long periods 
in store windows. The use of titanium 
dioxide for wet white manufacture is. 
nevertheless, rather on the increase. 

\ typical wet white, ready for sale, 
may be very simply compounded by 
adding 4 oz. of zinc oxide to 6 oz. of 
ordinary glycerin and rosewater, a trace 
of yellow or red ochre being used for 
tinting purposes, as and when desired. 

As previously stated, bismuth sub- 
nitrate and bismuth carbonate are some- 
times incorporated in wet whites, al- 
though the present writer favors zinc 
oxide, titanium dioxide, starch and best 
quality white colloidal kaolin for the 
purpose. These ingredients form any- 
thing from a quarter to two-fifths of the 
total weight of ingredients—-the for- 
mulz quoted in the existing literature 
erring, in my opinion, rather on the 
thin side, for theatrical use. 


Application of 
Powder Base 

The powder base, 
when shaken up well with the glyc- 
erin and water solution, is smoothed 
uniformly into the skin and allowed 
to dry. It is essentially an item of 
make-up, of course, as opposed to the 
common or garden beauty aid. and 


should therefore be thoroughly re- 
moved from the skin as soon as may 
be convenient. 

Wet white is also of service for 
beauty parlor use, as an aid in ,treat- 
ments that call for the temporary mask- 
ing of wrinkles by the judicious filling 
up of small crevices in worn and rough- 


ened skin. 


Antipyrin 
Preparations 

A note about anti- 
pyrin preparations is of some interest 
in this connection. These were the 
forerunners of the modern liquid pow- 
der, and consisted very largely of 
from 20 to 30 per cent of antipyrin 
(or phenazone), dissolved in a weak 
solution of alcohol in water. This 
was marketed as a liquid powder 
for evening use, in consequence of the 
peach-bloom effect imparted to the skin 
by the antipyrin, after the evaporation 
of the liquid. Cerbelaud characterizes 
the use of this substance as “danger- 
ous.” however. while Poucher com- 
ments on its incompatibility with vari- 
ous acids, alkalies, alum, and other 
chemical bodies. In my opinion, antipy- 
rin and its somewhat similar compari- 
son, acetanilide, are both far more suit- 
able for use in such preparations as 
anti-shine lotions than for the wide- 
spread application to the epidermis that 
is associated with the use of liquid pow- 
ders. 

The method of production for liquid 
powders and wet whites is really quite 
simple. Ingredients in powder form are 
intimate!y mixed and sifted together, 
made into a paste with the glycerin and 
water, and then preferably passed 
through fine muslin before the filling 
operation. The use of an homogeniser 
may be strongly recommended for 
large-scale production, as this helps to 
keep the powders homogeneously dis- 
tributed throughout the liquid, right up 
to the moment of filling. Standardiza- 
tion is thus readily ensured. 
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Mr. Patman Makes 
Some More Proposals 


The text of the proposed new 
Patman bill which would pre- 
vent manufacturers from mak 
ing retail sales either directly or through “affiliates” is at 
hand, and from it, one may gather that Mr. Patman is out 
to make it as tough as possible for anyone to compete in 
the retail trade with the individually owned store. The 
salient part of his bill will read: “It shall be unlawful for 
any manufacturer or any affiliate of such manufacturer to 
directly or indirectly transport or cause to be transported 
in commerce any article or material produced by such 
manufacturer for sale or distribution at retail by such 
manufacturer or by an affiliate of such manufacturer.” 

“Affiliate” is defined: “A person shall be deemed to be 
an affiliate of a manufacturer if such person controls or is 
controlled by, or is under common control with, such 
manufacturer.” Control is defined to all intents and pur- 
poses as any direct or indirect power or influence, arising 
in any manner whatever, which can be used to affect policies 
and conduct. This would include contracts, leases, agency 
arrangements, indebtedness, etc., etc. 

This surely is “one for the book.” What it would do to 
methods of distribution of toilet preparations would make 
the present Robinson-Patman Act look as simple and 
innocuous as the alphabet. The industry could laugh at 
this if it were not for the fact that Mr. Patman has shown 
a very considerable ability at getting his pet measures en- 
acted. Direct sellers, consignors, in fact, everyone in this 
business will do well to study this bill. It would be just 
too bad if it should be passed. 

We hope no one will be unduly alarmed by this silly 
proposal, but at the same time, it should not be ignored. 
The bill probably can be beaten or so modified as to be 
harmless, but it is not too early to start thinking about it 
and working on it. 
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It would have done no harm 
had the Toilet Goods Associa- 


tion been a little more prompt 


Trade Practices and 
The “Standards Bureau” 


in setting up the “Bureau of Standards” voted at the last 
convention. It is easy to understand why definite action on 
this has been delayed. The industry and its association 
have been busy with more usual and apparently more press- 
ing work, and this has been complicated by the furore 
occasioned by the Robinson-Patman Act. 

Nevertheless, action on advertising and other matters 
which the new Bureau would work upon would have been 
an advantage before the coming Trade Practice Conference. 
The industry would be in a position to present a better face 
to the Trade Commission at the Conference, if the new 
committee were actually functioning. 

During the last few weeks the Trade Commission has 
been actively checking up on trade practices in the indus- 
try. It is believed that this is for the purpose of testing 
sentiment on the rules proposed for the Conference and not 
for purposes of future complaints and orders. It has, ac- 
cording to reports, found much to be remedied, not all of 
which is covered by the proposed rules. On this account, 
if for no other reason, we urge the association to proceed 
as promptly as possible with plans for its “Standards 
Bureau.” This will be a very useful instrument in the im- 
portant trade practice work to arise out of the coming 
Conference. 


Changing Attitudes 
on Food and Drugs 


Senator Copeland has made 
what amounts to an abrupt 
right turn on his new bill if 
the recent meetings with interested trades in New York 
mean what they appear to mean. This was to be expected 
for the Senator is a keen politician, as we have remarked 
before. Mr. Campbell, judging from his statements at these 
meetings is also turning a bit, but in just what direction no 
one at the moment can say. He did seem more reasonable 
than he has been many times in the past, which is excellent 
news for those who hope to see a new law passed. He was 
quite justifiably annoyed at the Senator’s early statement 
that the Department would not be consulted in drafting the 
new bill, but even that annoyance seems to have passed. 
The official attitude, accordingly, carries good omen for the 
success of a bill at the coming session of Congress. 
Somewhat more surprising is the attitude of the Proprie- 
tary Association as expressed by its able president and its 
strong counsel. This group has never impressed us greatly 
with its professions of eagerness to have a new bill passed, 
nor its protestations of deep affection for the Department 
and the consumer interest. But it really appears that there 
has been an about face in its former attitude and that this 
time it will use its marked legislative skill and political 
deftness in the interest of Senator Copeland’s new measure. 
The only group whose position has not changed, having 
been eminently correct last year and the year before, is the 
Toilet Goods Association, representing the cosmetic indus- 
try. It is gratifying to the industry and its association to 


find that others interested in the measure are adopting new 


points of view which may lead to early enactment of a 
needed measure of reform. 








In which the author shows that 


the large manufacturer is not the 


only one to benefit from the Robin- 


son-Patman Act. 


For years there 
has been much bellowing in the high- 
ways about ethical merchandising, and 
the desirability of a state where every 
tub would stand on 
and lines of merchandise would sell 
solely on demand. Well, the oppor- 


its own bottom 


tunity for such a state is here. The re- 
luctant hobo has suddenly run smack 
upon the work he was afraid he'd find, 
and what are we going to do about it? 

The first reaction of the small manu- 
facturer to the Robinson-Patman Bill 
is a trickle of ice water down his bare 
back. All very well for the big boys, 
says he of the one kettle and the hand 
filling apparatus, but Lord, what about 
me? Where am I going to get the money 


for 


paigns; 


huge national advertising cam- 
for expensive designers to de- 
sign for me crystal bottles to be made 
(at my expense) from individual molds 
in (Lord, help us) hundred gross 
lots; for exquisite packages in rare ma- 
terials Heaven have 


(again, high 


mercy) in runs of ten thousand; in 


short, materials with which to create 
a consumer demand that will not only 
get my merchandise a prominent posi- 
tion in the stores I want to sell, but will 
move it off the dealers’ shelves? 


There was once a hunter who had 
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such an old blunderbuss of a duck gun 
that the day he went fox hunting and 
cracked down on Reynard, he not only 
blasted the game he was after but blew 
half the pursuing pack into the mid- 
dle of the next county. The fox was a 
nuisance, and deserved to be destroyed, 
but what of Tige and Belle and good 
cld Rover who were plugging along 
doing the best they could and only 
chasing the fox because that was the 
purpose for which they were in the 
woods at all? They could have been 
trained to chase other game. Probably 
they'd have been glad to, in their puppy 
days at least. They'd gladly run down 
any trail that would lead to an order 
But we’re carrying the metaphor far 
enough. Could any one accuse the ad- 
vertising agencies of the nation of being 
in cahoots with national publications 
to lobby the Robinson-Patman Bill 
through the proper legislative chan- 
nels to permit it to spring full pan- 
oplied from the head of Roosevelt? 
For if every provision of the bill is 
strictly and literally carried out we're 
going to need advertising, yea, much 
advertising, and advertising of an in- 
finitely higher caliber than much of 
that to which we have in the past paid 
tribute with nose pinched delicately 
between thumb and forefinger. We (the 
editorial we) don’t know much about 
the cigarette industry, but we’re willing 
to venture a modest wager that demon- 
strators and P.M’s. are not largely con- 
sidered in that apparently prosperous 
field when plans for sales campaigns 


Lee, Move Over, 


Goliath? 


by DONALD S. COWLING 


\ppropriations for dis- 
play space, for windows, for counter 


are forward. 


may be something else again (under- 
stand, we're still guessing) but when 
the subject of advertising is broached, 
brother, do the directors sit up and 
take notice! What would happen to the 
cigarette business if a Federal edict 
should suddenly prohibit advertising? 
Would the demand 
altered proportion? Would— 


continue in un- 

But we've enough to worry about in 
our own industry. If the advertising 
industry didn’t sponsor the Robinson- 
Patman Bill, such propulsion 
offered by the bottle designers, the box 
designers, the label designers, and all 


was 


the sundry overalled gentry who trans- 
mute into crystal and pasteboard and 
metal the artistic 
dreamers? With demonstrators, P.M’s., 


fancies of these 
and display subsidies on the prohibited 
list, who stands to benefit most from 
the urgent need of toilet goods manu- 
facturers for ideas and material with 
which to move merchandise from the 
dealers’ shelves? 

It would seem too, that there will 
have to be a fine distinction drawn be- 
manufacturers 
Will the rules applying to toilet goods 


tween and _ retailers. 
manufacturers cease to function when 
the manufacturer is actually a retailer? 
On the face of it, the measure seems to 
offer encouragement to those retailers 
If we 
are to interpret the bill as permitting 
certain practices when the opportunity 
for those practices is made available 


who sponsor their own lines. 
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to all retailers, a department store 
manufacturing, or 
tured under its own label a treatment 


having manufac- 


line to be featured in its toilet 
goods department can give its competi- 


own 


tors carte blanche to come in and order 
whatever they want of that line with 
the comfortable assurance that nobody 
will avail themselves of the invitation. 
Of course, some low fellow may see in 
such an invitation an opportunity to 
put on a grand cut price sale and gouge 
the department store sponsoring the 
line where it hurts the most. But 
question whether any line built specifi- 
cally for an individual outlet is suff- 
ciently important even in its own com- 


we 


munity to intrigue such gyps. at least, 
under present competitive conditions. 
But with all the multifarious induce- 
ments now offered a department store 
by general manufacturers under a 
Federal ban, it seems as though every 
department store which has been en- 
joying such lagniappe will open up in 
earnest on its own line. 


Capitalizing on 
Store Name 
If I, as a 


can no longer procure from you a girl 


retailer, 


in my department to sell your mer- 
chandise, a P.M. to all the other girls 
in the department, and an extra per 
cent off all invoices for space on my 
and in windows, what 
Federal statute will prohibit my offer- 
ing it to myself? I’m not kidding 
myself in so doing. My 
the leading department store in the 


counters my 


name, as 


community, means something to my 
clientele. | haven't, perhaps, made the 
most earnest effort to cash in on it in 
the past, since manufacturers with huge 
advertising campaigns and effective na- 
tional merchandising have made such 
profitable offers for representation in 
my department that I haven’t found it 
necessary, or even desirable, to give the 
effort and space to building up my own 
line. But with those generous offers 
withdrawn, leaving me no particular 
interest in any line, what more natu- 
ral than that I should think seriously 
of devoting such merchandising power 
as I have to the advancement of the line 
which offers me most inducement—my 
own? 


True, [ have a number of lines in my 


department on which large sums are 
spent annually for advertising, but why 
should I pay much attention to them 
when my competitors are also carry- 
ing them and everybody is getting the 
same discount? I make 40c. on the sale 
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of a box of nationally advertised face 
powder and 70c. on a box of my own. 
Since every girl in my department is 
now paid by the store, I can instruct 
them to sell anything I want them to, 
and I’m going to want them to sell the 
make the 
most money. So far as I can see that’s 


merchandise on which we 
the line on which we make 70c. instead 
of 40c. 
own line will get the play in my de- 


partment. 


our own. And, therefore, our 


Now almost any student of merchan- 
dising can shoot such reasoning full of 
but the sad fact remains that 
many buyers in this great land of ours 


holes, 


are anything but students of merchan- 
dising. If you’ve ever carried a grip up 
and down the highways and by-ways in 
any territory in the United States, you 
are acquainted with not a few buyers 
who will talk to your salesman in just 
such a manner. Have you the resources 
to make the demand for your line so 
overwhelming, that in spite of his wish, 
such a buyer will be obliged to sell 
your line in preference to his own? 
Nobody but the store itself has ever 
taken seriously the line sponsored by 
any store. But with the tightening of 
offered by 


general manufacturers, the possibili- 


strictures on inducements 
ties of such promotion will look rosier 
than ever, and much time and effort 
will be wasted in vain attempts to neg- 
lect standard lines in favor of the home 
erown products. 


Threat of 
Standardization 

Which brings us 
back to our starting point—Is_ the 
Robinson-Patman Bill a step in the 
direction of standardization of the toi- 
let goods industry, as standardization 
is interpreted in the automobile in- 
dustry ? 

Not than 
twenty-five years ago there were some- 
thing like six hundred different manu- 
facturers of automobiles. Today, if you 
don’t like a General Motors product 
you can call up Mr. Chrysler, and if 
you don't like a Chrysler product you 
can help yourself to the mustard. We 
believe we can almost see, today. loom- 


much more twenty or 


ing on the toilet goods horizon the 
General Motors and the Chrysler prod- 
ucts of the toilet goods industry. 

So how about us little fellows? Are 
we to become a sweet and fragrant 
memory, or are we going to get out and 
hustle up a plan of merchandising our 
products that will enable us to con- 
tinue to hold up our brave little heads 








in company with the giants who, all 
unheeding, threaten to overwhelm us? 
It’s a good game, this toilet goods busi- 
ness. It’s built on ideas and feminine 
fancy, and any business so founded is 
susceptible of success in many ways 
the iron and steel automobile industry 
not of. Robinson-Patman Bill, 
Wagner Bill, Jones, Smith, Brown Bill 

let “em all come. We have the best 
chance now we ever had to go full ahead 


wots 


with ethical, legitimate merchandising. 

The big fellow has the advantage, of 
course, but in what industry since the 
world began hasn't that been the case? 
By the very fact of his small stature, 
the little fellow among manufacturers 
can get close to his trade. He can per- 
sonalize his business in a manner that 
the big fellow with the many indi- 
viduals comprising his contacts with 
the trade can not hope to match. And 
say what you will. personalities always 
have, and always will be a big factor 
in business. 

I wish I had a campaign planned 
and the money appropriated for full 
pages in every important magazine in 
the country. I wish I had Norman Bel 
Geddes and Bernard Boutet de Monvel 
and Ivy Lee on my staff. But I haven't. 
myself and a half dozen 
others Bel Geddes and de 
Monvel company. But 
not so bad. Now that the opportunity 
for the state of clean 


| have only 
who can 
for oul we re 
merchandising 
that we've been longing for has arrived 
we ll have the chance to show just how 
good we are. And I think we'll prove 
to be good enough. 


FOREIGN OPPORTUNITIES 


Under this heading are presented 
opportunities for the sale of toilet prep- 
arations, perfumes. flavors, soaps and 
other preparations in foreign coun- 
tries. Complete information will be 
furnished gladly to manufacturers of 
finished products interested in any of 
these opportunities. 


1. Norway. A company in Oslo with 
its own line wishes to represent a line 
of American toilet preparations. 

2. Uruguay. Representative in Mon- 
tevideo wants lines of finished prepara- 
tions. 

3. Ceylon. Firm in Colombo wants 
lines of toilet preparations for sale 
there and in India. 

1. Austria. A company with organ 
ization and warehouse in Vienna would 


like to represent toilet preparations 


houses. 
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by Pilon. bool Aa 


Tuis winter will 
be fraught with glamour for the femi- 
nine sex, more sparkling and romantic 
as to costumes, make-up coiffures, than 
any season for many a moon. Satin, 
lame, fringe, velvet, broadcloth, taffeta, 
duvetyne, lace, tulle, silk jersey, bro- 
cade, silk crepe, Italian silk damask, all 
these contribute their regal enchant- 
ment to formal and informal evenings. 

Long. very long, voluminous skirts, 
flounces, extremely low decolletage: 
Castillian reds, Mediterranean blues. 
black with color accents: feathered and 
jewelled head-dresses; evening coats 
embroidered in gold and silver: Ed- 
wardian fullness; sweeping trains: full- 
length wraps—these are some of the 
elements that will enhance the beauty 
of women this winter. 


v 


Not only will make-up receive an 
impetus such as its never had before. 
but with bared shoulders, backs, arms, 
throats, especially in evidence, manu- 
facturers of preparations which im- 
part added loveliness to these curved 
and exposed surfaces, will do a big 
business this year. Be prepared for it! 

Because veils have assumed such sig- 
nificance, they are worn not only with 
daytime hats, but bandeaux for evening 
flutter cobweb lace veils, falling well 
below the tip of the nose. Lanvin and 
Vionnet, along with other French de- 
signers, have created another intrigu- 
ing veil idea. A coif which outlines the 
face, then drops to form a cape; a 
modern version of the Spanish mantilla. 





A beautiful show case display of fall flowers, featuring a well known line 
in J. W. Robinson’s, Los Angeles 
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Hain. 


tied like a Victorian hood, part of the 
lovely lace cape of a lamé evening 
frock. 

Through the fine meshes of veils, real 
or simulated, will flash sparkling eyes, 
challenging or alluring—ah, feminine 
eyes will be entrancing at night! What 
an opportunity is thus presented, 
through this style trend, to manufac- 
turers of eye-make-up! What a theme 
for advertising these products; for pro- 
motions in progressive stores; for di- 
rect tie-up with window display along 
with the costumes that deliberately, 
though subtly lay emphasis upon the 
eyes. 

Another and highly important fea- 
ture of the glamorous evening pageant 
will be hair. More hair-brushes should 
he sold this season than ever before, 
for nothing helps to attain and keep 
hair so beautiful as consistent brushing. 
Spot-light your hair preparations with 
a note like this—“Is Your Hair as 
Glamorous as Your Costume?” and 
your brushes with “Beautiful Hair is 
Healthy Hair,” following through with 
style information which tells the con- 
sumer that this season, as never before, 
will hair be as important as the face; 
the frame must be as perfect as the pic- 
ture, to harmonize, to enhance the tout 
ensemble. 

Furs and jewels have never been 
used here in America in such profusion 
as they will be this winter. Remember 
that furs soften the contour of the face, 
lending exotic illusion to the skin, 
while jewels have exactly the opposite 
effect, calling for sophisticated distine- 
tion and individual smartness; good 
grooming down to the last minute de- 
tail. Thus make-up, the right make-up 
for each type and contour of face is 
of supreme importance. Do your share 
in educational work in this direction, 
for as go the trends which style leaders 
espouse, so goes the rest of the country, 
and these constitute by far the large 
majority of your customers, whether 
your merchandise is priced in high or 
medium brackets. 

Perfumes, this department notes, 
have developed in the direction we pre- 
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dicted some time ago, at least in one 
particular, so far. The oriental, spicy 
odors bear a direct relationship to 
period costuming, and such fragrances 
as “Kobako” (meaning in Chinese 
Beautiful Perfume Container), “Shang- 
hai’”—though we would have picked a 
more euphonious and subtle name for 
it if we'd been doing it—and a number 
of other new perfumes, all have utterly 
haunting notes that are arresting and 
bizarre, yet harmonious with the un- 
usual costumes now in vogue. 

A novel idea which a mid-Western 
woman manufacturer has evolved, is 
that of creating only white flower per- 
fumes. These are “White Russian 
Violet,” “Camilla,” “White Carnation,” 
and “White Tobacco Flower.” This ties 
in with the swing toward white moire, 
the new white jersey with satin finish, 
the crush-resistant white velvet with the 
suede-like surface, these last two used 
by Molyneux. It would take a woman 
to think of that, wouldn’t it? 

As to florals—well, there are real 
flower bracelets, and there are flower 
muffs to match the cluster twined into 
the hair. The muffs take the form of 
white violets or lilacs nestled into a bed 
of green leaves, worked into diminu- 
tive barrel shapes that slip over hand 
and wrist. Can you imagine any more 
charming accessory to accompany a 
feminine evening frock? And, of course, 
flowers are used and will continue to 
be used as trimming on evening gowns 
of all the softer fabrics. 

Perfumers take note! Why don’t some 
of you sponsor the novelty bracelet 
from which dangles a perfume ball, 
one or more, as Milady prefers; neck- 
laces and earrings, all with perfume 
balls, the whole set to match in costume 
jewelry of gold or silver, to harmonize 
with the several influences which com- 
Line to style this high-lighted acces- 
sory this winter season? Think about 
this in connection with the almost un- 
precedented reign jewelry is going to 
have this season, and see if some meth- 
od of popularizing your own odors 
does not occur to you. 

Cigarette cases containing a bottle 
of perfume—of course, this idea was 
thought of and carried out by a clever 
woman manufacturer—purses, a trio to 
fit in any hand-bag, a departure from 
the usual purse-flacon, could be worked 
out by some one of you, and women 
would bless you for it, and buy it, too. 

Surely, there are ideas galore which 
may be turned into needed or desired 


accessories for women in this coming 
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One famous furrier has created this smart and beautiful little bag of flat 
fur, lined with suede, in which is carried a locked and convenient atomizer, 
to spray any one of the several perfumes sponsored by the same firm 


winter of unexpected events and things. 
any of which would add profit and 
prestige to the manufacturers who have 
vision and ingenuity enough to work 
them out. Don’t forget this is the sea- 
son to trade up in this year of the 
swing from a price to a quality market! 


lp iuly 
HOLIDAY mer- 
chandise fills the mental horizon of the 
shopping minded women who throng 
the streets and the stores, and the manu- 
facturers who will reap the greatest 
harvest will be those who remembered. 
in time that 
1—Packages, exteriorly, should at- 
tract the eye, and be in keeping with 
the holiday spirit. 
2—While this is a season of opulence 
as to costumes, bizarre notes in shape, 
size, eccentricity of design, will not be 
acceptable for constant use after the 
holiday, even though they are gifts. 
3—Convenience in use, as well as 
beauty of form, will do more to make 
and keep customers, than novelty of 
design, brilliance of containers, or trick 
sets, however amusing and imagina- 
tive they may be. 
1—While we're on the subject of 
sets, products that can be placed in 


regular stock after the handsome gift 
boxes have had their day will do a lot 
more toward keeping a buyer in a 
happy frame of mind than those which 
are designed with only the holiday 
aspect apparent, and are useless after- 
ward. They will also cause fewer head- 
aches for the manufacturer. 

Recently merchandise 
that splurged extravagantly as to con- 
tainer, while the contents did not in 
any 


weve seen 


sense measure up to the eye- 
appeal, yet the price was in the upper 
brackets. We saw a perfume bottle, too, 
that no could overlook, but 
when she had either bought it herself, 
or seen to it that it was bought for her, 
or had given it to her dearest friend 
or enemy 


woman 


for Christmas, everybody 
concerned would eventually be sorry, 
for one of the things about it that was 
eye-compelling was a_ very high, 
speared stopper, and wed defy any 
woman to have it on her dressing-table 
and not sometime or other catch her 
sleeve, arm, hand in it, tip it over and 
knock it galley-west, ending, before she 
could possibly retrieve it, in a crash at 
her feet. 

It’s a pretty safe bet that the manu- 
facturer who purchased that bottle 
and, of course, it was an imported one 

did not think beyond the beauty of 
it; did not consider, nor visualize the 
fact that he or she might come in for 
a mental cussing if the consumer found 
it either heavy, or inconvenient, or 
both, to use. 








melves of this service. 


idly as permits. 







nswers to in- 
the industry 


Answers will be published as rap- 


We shall be glad to reply promptly by mail te 


any reader who will enclose a self addressed envelope with his query. 


80.—- TAXABLE PRODUCTS 


(. In order to settle some tax prob 
lems, kindly let us know which of the 
jollowing items you consider as toilet 
preparations: Toilet water, smelling 


salts, cold 


shaving 


cream, vanishing cream, 


cream, brilliantine, strong 
peroxide, almond rose hand lotion, 
skin balm hand lotion, and wave lo- 
tions. Would you consider petrolatum 
with a large quantity of expensive es- 


oils 


utth very expensive essential oils as 


sential oils, and mineral mixed 


perfumes? These first two items are 
similar lo alcohol plus the same essen- 
tial oils. 


though they have no alcohol solvent. 


We call them perfumes, al- 


Would you consider a medicinal hair 
tonic in the same category as an item 
like “Vitalis” or Wildroot, or would 
you call this a medicinal preparation? 

W.M.C., New York. 

\. For purposes of the tax, all of the 
preparations which you mention, with 
the possible exception of strong perox- 
ide, are toilet preparations. Strong 
peroxide is also considered a _ toilet 
preparation if there is anything on the 
label or in the advertising which pro- 
poses that it be used as a bleaching 
preparation either for the skin or the 
hair. It seems to us that petrolatum, 
to which expensive essential oils are 
added, and which you call perfumes, 
would certainly be so classed under 
the tax. In almost every case the claim 
made for the product is what deter- 
mines its taxability or non-taxability, 
and since you hold these out as per- 
fumes, they would undoubtedly be so 
classed. It would probably be so clas- 
Hair 
general are toilet preparations, and 
The fact that you make a 
claim for the hair 
would not relieve you of this classifi- 


sified in any event. tonics in 
taxable. 
medicinal tonic 


cation, unless you called the product 
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something else and made only strictly 
medicinal claims for it. If you claim 
that it can be used as a toilet prepara- 
medicine, it is 


tion other than as a 


undoubtedly taxable. 


COLOR LITERATURE 


Q. | have read about the “Colour In- 
dex” in a recent issue o} The Americar 


Si. 


Perfumer. and am anxious to knou 
the publisher's name. How much is it? 


G. C., Illinois. 


A. Unless you are doing a lot of colo 
work, we advise against buying the 
book. Not that the book has any draw- 
backs, for it 


price. It costs about as much as a ring- 


hasn’t—unless it be the 
side seat at the Joe Louis fights. For 
the amount of color work we think you 
do, get a copy of Allen’s Commercial 
Organic Analysis, Volume V1, from 
Blakiston’s of Philadelphia. This in 
cludes the most important dyes men- 
the Colour Index. Allen’s 
book costs a lot less, too. If this doesn’t 
fill the bill, write again and we'll give 


tioned in 


you the C.1. publisher’s name. 


82.— FORMULAS 


Q. Will you kindly submit formulas 
Jor the following products: vanishing 
cream with pearl effect, lather shaving 
cream, and lipstick? These formulas 
should be of high merit—G. C., Brook- 
lyn. 

\. We strongly advise you to get any 
lipstick you need from makers of this 
since you are probably not equipped 
with either the knowledge or machin- 
ery necessary to make a good lipstick. 
Most other manufacturers buy their 
lipstick, and the names of several good 
The 
same thing applies for a lathering 
shaving cream. This is a ticklish job, 
requiring quite some equipment and 


suppliers go to you by letter. 





training. Again we advise you to buy 
this made. Names go by letter. But for 
vanishing cream, we can accommodate 
you, hoping that you have the neces- 
sary equipment to make a good fin- 
ished product. Try the following for- 
mula: 


Stearic acid 25 grams 


Cetyl alcohol 2 rv 
Glycerine LO 
Triethanolamine 1.4 
Water qs. 100.0 * 


Perfume qs. 

Melt the stearic acid and cetyl alco- 
hol on a water bath, keep at 70° C. In 
a separate container warm the mixture 
of water, glycerine and_triethanola- 
mine to 80° C. Add the stearic acid 
to the water mixture 
with constant stirring. When the mix- 


mixture slowly 


ture seems smooth slow down the stir- 
ring, and continue to mix slowly but 
evenly until the mass is cool. Set asic 
over night, perfume the next day, and 
stir the product until smooth. Be care- 
ful to allow the mixture to cool evenly. 


or a grainy mass results. 


85.—-LOTION FORMULA 


QV. Please give me a formula for mak 
ing a lotion which contains the follou 
ing: gum tragacanth, vanishing cream 


L.T. W., til. 


\. You are probably referring lo a 


and glycerine. 


honey and almond type of cream, and 
while the ingredients you mention can 
be present, they are usually made a bit 
differently. Try the following formuia: 


Emulsifier® 2.4% 
Water 84.5% 
Glycerine 6.0% 
Oleic acid 0.84: 
Stearic acid 6.06; 
Gum tragacanth 0.2% 
Preservative 0.1% 


(1) Soak the gum in one-third of the 
water, stand overnight, strain in the 
morning. (2) Boil emulsifier, preser- 
remainder of 
water, then cool mix to about 60° C. 
(3) Heat stearic and oleic acids to 60 
and add to (2), stirring. Warm gum 
solution to 60° C. and add to the mix- 
ture of (2) and (3) with rapid stir- 


vative, glycerine and 


ring. Set aside to cool when emulsion 
is complete. Perfume as desired when 
cool, again stirring until smooth. The 
preservative to use here is methyl-p- 
hydroxy-benzoate. If you prefer, use a 
glycol in place of the glycerine. *The 
name of the emulsifier goes to you by 
letter. This formula has been worked 
many times. The less the product is 
disturbed at temperature 
C., the more pearly it becomes. 
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SPOTTING 


PAUL I. SMITH describes the causes of soap discoloration and 
indicates certain precautionary measures which should be of value 
lo the manufacturer experiencing this difficulty. 


SPOTTING in toi- 
let soaps is a very serious business for 
the 
plaints, returns and loss of valuable 


manufacturer as it means com- 
prestige, all of which cause a good deal 
of trouble and cost money either direct- 
ly or indirectly, 

It is, unfortunately, impossible to 
off-hand that the 


one definite cause, 


say trouble arises 


from indeed, it 
would appear that any one of several 
factors might be contributory towards 
decomposition, and subsequent discol- 
oration of the soap. There seems little 
doubt that 


factors is 


one of these contributory 
the alkali 


some soaps used as a base for milling. 


low content of 
\n anonymous writer in Seifensieder 
Zeitung, 60, 1933, 473-474, gives par- 
ticulars of a series of experiments car- 
ried out with the view of shedding some 
light on the stability of soaps. He 
found that if soap chips in the first few 
weeks after dried 
marked and abnormally rapid decrease 
in free alkali content, then the milled 
soap usually kept badly, and quite fre- 
quently showed some evidence of dis- 


being showed a 


coloration. Soap chips from the storage 
hins which were stable and fresh after 
a reasonable length of time, invariably 
showed on analysis that the difference 
between the quantity of free NaO dur- 
ing drying and that contained in the 
soap afterwards was always small, thus 
indicating that very little CO. absorp- 
tion of alkali had taken place. 

As regards the stabilizing effect of 
free alkali, it must be pointed out that 
very often perfumes and super-fatting 
agents, especially if the latter are 
saponifiable and take up the free NaO, 
tend to accelerate decomposition 
changes. It is, therefore, plainly indi- 
cated that even if kettle practice is all 
that could be desired, the additions of 
perfumes and fatty matters introduces 
a new hazard. Cost should not alone 
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be the determining factor in the choice 


of a perfume, or its ingredients, and it 
is known that some cheap aromatics, 
such as artificial musks, principally 
xylene and ambrette, contain small 
quantities of impurities likely to cause 
discolorations and spottiness. In the 
case of xylene musk, the presence of 
trinitroxylol, even a trace, is liable to 
induce discoloration changes, especial- 
ly in white soaps. 

It is always advisable to insist on 
high standards of purity for perfumes 
used for soap, and even if a low grade 
the 
purpose at a reduced manufacturing 
risk of 


after trouble from the retailer or cus- 


aromatic or essential oil serves 


cost, its use always entails a 


tomer. The present writer knows of a 
manufacturer who for some years was 
at a loss to account for yellow spots 
appearing on a medium priced white 
toilet soap, and it was only after check- 
ing up every single raw material used 
in processing that the root of the trouble 
located. It that the 
benzyl acetate used as an ingredient of 


was turned out 
the floral odour was off grade and con- 
tained small amount of chlorine, and 
it was the chlorine directly responsi- 
ble for the spottiness. 

Sometimes aromatics and essential 
oils pick up small traces of metallic 
impurities during storage, and these 
have been known to cause discolora- 
Aged oil of lav- 
ender develops acidity, and the weak 


tion and spottiness. 


acids often attack metal containers and 
pass soluble metallic salts into solu- 
tion, these in their turn affect the soap 
by reason of catalytic action. Oil of 
lavender is by no means unique in 
its action on metal, and many esters, 
phenols, etc., are definitely dangerous 
when either tin or 
Naturally, greater care must 
be taken when perfuming white soap 
than colored soaps, but it often hap- 


stored in iron 


drums. 


IN TOILET SOAPS 


pens that in the desire to produce a 
low priced selling soap, the manufac- 
turer seems disposed to take risks out 
of all proportion to the amount gained 
by using doubtful raw materials. 
There is no doubt that one of the 
important causes of soap spotting is 
catalytic action due to contact of the 
Thus 


even if the most exquisite care is taken 


soap with metal equipment. 
in the processing of soap, choice of 


perfume, etc., there is no guarantee 
that catalytic spotting will not oceur 
as a direct result of negligence on the 
part of the staff. or faulty equipment. 
In many cases, the use of copper or 
brass pressing equipment and fittings. 
or even the use of corroded iron or 
steel, is the cause of a good deal of 
trouble, and even contact of the soap 
with a corroded iron washer has been 
known to start spottiness. Copper and 
iron are the dangerous metals, but no 
metal is definitely safe unless it is kept 
Experiments re- 


scrupulously clean. 


ported Seifensieder Zeitung, 1932, 59. 


343-4, showed loss in metal plates 
54 x 36 x 1.5 mm. 
,oss due to 

Metal Oleic acid. Stearic acid. 

erams grams 
Copper 2400 5.806 
Nickel 0.675 0.089 
Aluminium 0.024 0.022 
lron 0.914 1.24] 
In the construction of metal plant 


there seems no reason, apart from high 
installation cost, why more consider- 
ation should not be given to some of 
the new alloys of aluminium for soap 
processing. Nickel plated steel and 
monel metal are, of course, now being 
used in the industry 


and they 
proving particularly suitable. 
Whilst the use of soap preservatives, 
such as sodium thiosulfate, do help to 
prevent decomposition, they quite fre- 
quently cause unsuspected trouble. It 


are 
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is suspected that metallic sulfides 
formed when thiosulfate reacts with 
iron and copper, brass, etc., accelerate 
decomposition changes, which 
although not resulting in discolora 
tion, affect the odor of the milled soap. 
In any case, weak acids quite frequent- 
ly found in essential oils, such as 
artificial oil of bitter almonds (ben- 
zaldehyde). and to a certain extent 
patchouli oil, sandalwood oil, gerani- 
um oil (true and artificial) cause the 
precipitation of sulfur and discolora- 
tion of white, or delicately tinted soaps. 

Another, and badly neglected aspect 
of this survey. is the effect of storage 
on the finished soap. The well packed 
and protected soap has the finest chance 







Mr. Cowling, our Merchandis- 
ing Editor, here presents facts and 
ideas of interest to the manufac- 
turers. We may not always agree 
with his conclusions and perhaps 
you, as readers, will also have dif- 
ferent viewpoints. A Blackboard 
is a place where problems are set 
down to be discussed and solved. 
Whether you agree or disagree, 
Mr. Cowling will always be glad to 
have your views or to comment on 
problems of your selection. Write 


him.—EDITOR. 


WHAT DO THEY BUY ? 

We once knew a good toilet goods 
salesman who got tired of carrying a 
sample case, and decided he'd break 
into the publishing business. So he 
made the rounds of the big publishing 
houses, and hit the moguls for a job 
as advertising salesman. He had a 
good personality, this acquaintance of 
ours, and an excellent record as a 
toilet goods salesman, but he couldn't 
get the magazine employers to regard 
his application seriously. 

“Our type of selling is different,” 
they told him. “You've been selling 
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of withstanding moisture, carbon di- 
oxide and sulfur dioxide in the air, and 
in considering the reasons for spotti- 
ness, some thought must be given to 
the adequacy of the package, and its 
ability to prevent deterioration due to 
cxposure. 

\ careful survey of the whole posi- 
tion as regards spottiness in toilet soaps 
shows, at least, that every phase of 
product must be considered, and the 
ereatest emphasis laid on the use of 
high-grade raw materials, and trouble- 
free plant. Even then, nothing can be 
done with a soap which for some un- 
known reason possesses an inherent 
disposition to decompose, probably 
due to an abnormal glyceride content. 


by 
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merchandise — tangible articles that 
your prospects can hold in their hands 
and see and feel. We're selling some- 
thing intangible—an idea.” 

To the man not actually in the toilet 
goods business, selling perfumes is the 
merchandising of pretty bottles filled 
with something that smells nice: sell- 
ing treatment lines is the purveying of 
little jars and bottles with fancy caps 
containing some kind of goo that like- 
wise smells nice. But if there was 
ever a business in the world founded 
more definitely upon the sale of ideas 
than the toilet goods business it 
doesn’t come readily to mind. 

One of the outstanding perfume suc- 
cesses in this country was brought 
about by a fortunate break in a mov- 
ing picture production in which a 
masculine star who caused all feminine 
hearts to go pitter-patter registered in- 
tense passion every time he sniffed the 
hanky of his unknown inamorata who 
had perfumed it with some of this par- 
ticular fragrance. Another perfume 
leaped into popularity overnight 
through the use of an intriguing name. 


A short time ago toilet goods cash 


5 
registers were jingling merrily to a 


ARD 





tune played by a cream which sold 
readily at a fabulous price because a 
certain species of reptile lives two or 


three times longer than the span of 
years allotted to mankind. 

Do you suppose that the many wo- 
men who came in and paid substan- 
tial sums of money for those particu- 
lar perfumes or that special cream 
were buying pretty bottles or an un- 
usual jar—in short, tangibles? Not 
they. They parted enthusiastically 
with their legal tender in the hope that 
they were buying glamour and en- 
hanced attractiveness; freedom from 
wrinkles or a clearer skin. They were 
buying an idea. True, the packages— 
two of them, at least—were attractive, 
but that was just the guinea’s stamp. 
The appeal was in the idea, for a’ that. 

That’s an important thing for toilet 
goods producers to keep prominently 
in mind. Attractive packages and 
containers are tremendously important, 
but it is the idea behind the article 
that runs its sales into volume. Give 
the salespeople in the stores something 
more to say than “Here’s a new per- 
fume we just got in,” or “here's a 
new cream that’s just come out.” 
They'll say that anyway, but then if 
they can go on and tell why the per- 
fume received the particular name by 
which it is designated, or wherein the 
new cream or lotion differs from the 
hundred others with which it is sur- 
rounded, they ll create a lot more in- 
lerest for the new item. 

Tangibles? Nonsense! Ideas are 
what we in the toilet goods business 


are selling. 


New Companies in France 

A number of new 
French cosmetic concerns have recent- 
ly been founded which will materially 
add to the production of the indus- 
try. The Société des Produits Scienti- 
fiques de Beauté, which was recently 
registered in Paris with a capital of 
Fr.200,000, will manufacture _ per- 
fumes, fine soaps, and other hygienic 
and toilet articles. Another concern is 
the Email Diamant Co., which was 
founded in Paris with a capital of 
Fr.625,000, and will produce _per- 
fumes, toothpaste, and a range of toi- 
let articles. Two new cosmetic con- 
cerns have also been founded in Paris. 
One is the Laboratoire des Produits 
Regenerateurs, and the other is known 
as “Les Laboratoires Blondés.” 
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In the second part of her study of acne, F. GUSTAFSON, B.S., M. A. 
of Cosmetic Research, Ine., describes a series of tests of sulfur contain- 
iné products and reaches important conclusions regarding the keeping 
qualities and method of manufacture of such lotions and creams. The 
final part of the study of acne preparations will appear in an early issue. 


Ww E have already 


given the outline of the chemical re- 
quirements of lotions useful in the 
topical application of acne vulgaris. 
We have stressed the need for an active 
sulfur—and have that the 
gaseous hydrogen sulfide is the chemi- 
cal of choice, There is no need to repeat 


indicated 


the reasons for this statement. The fact 
that it is keratolytic, antiseptic, and 
penetrating is sufficient for our present 
needs. That factor of penetration is 
very important. Available gaseous anti- 
septics are few in number—hydrogen 
sulfide should not be forgotten. 

We have already mentioned our 
chemical and clinical experimentation 
with lotions containing sulfur. We have 
said that every day ordinary sulfur- 
containing remedies (we gave Kummer- 
feld’s solution, as an example) do not 
have any hydrogen sulfide and do not 
have measurable clinical ef- 
fects. On the other hand, the lotions or 
near lotions (we gave freshly made 


similar 


lotio alba, as an example) do contain 
hydrogen sulfide and do have a mea- 
surable clinical effect. 

In the present paper, we will review 
some of the results of estimating the 
quantity of hydrogen sulfide in lotions 
used in the topical applications of 
acne vulgaris. 

It is necessary to say first that the 
ordinary published methods of mak- 
ing this estimation were of no use. Modi- 
of the published methods 
were made and it is from their applica- 
lion that we were enabled to establish 
the figures quoted. 


fications 
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We will return to the most common 


source of active sulfur in cosmetic 
topical applications: 
sulfurata. 

On November 17, estimates of hydro- 
gen sulfide in solution of potassa 


furata were made using 


namely, potassa 


sul- 
various per- 


centages as follows: 


Villigrams of hydrogen sulfide in 5 cc 
of potassa suljurata solutions of 
various percentages 
12% 24%, 
53.6 109.4 


6% 
29.4 


50% 
255.5 

The suggestion was made by Rauben- 
heimer many years ago that the solid 
potassa sulfurata was unstable as com- 
pared with a solution made from the 
solid potassa sulfurata. On the dates 
given in the appended chart, the same 
sample of solid potassa sulfurata was 
used to make solutions and these were 
tested for hydrogen sulfide. 


Villigrams of hydrogen sulfide in 5 ce 
of solution of potassa sulfurata con- 
taining 215 milligrams of solid potassa 


sulfurata 
Feb. 2 19.95 
Feb. 6 14.92 (Made from small pieces) 
Feb. 9 20.7 
Feb. 15 20.8 


This showed that the larger lumps 
contained more hydrogen sulfide on 
solution than the smaller lumps. It also 
showed that the solid potassa sulfurata 


did not deteriorate in two weeks. 

To test the other proposal of Rauben- 
heimer, a solution of 6 per cent of 
potassa sulfurata in water was made 
and filtered and stored. It was analyzed 


Acne P1 


‘eparalions 


twice with two months intervening 


showing little change. 


Villigrams of hydrogen sulfide in 5 ce 
of solution of 6‘« potassa sulfurata 
preserved for this test 
Nov. 17 29.4 
Feb. 13 29.2 

We next sought to learn if all potassa 
sulfurata obtained gave similar hydro- 
gen sulfide content. We made fresh 
solid sulfurata 
procured from three different sources. 


solutions of potassa 


Villigrams of hydrogen sulfide in 5 cc 
solutions of six parts of solid potassa 
suljurata in 100 parts of water 


Procured from: Yonkers 52.7 
Long Island City 70.7 
New York, New York.. 53.6 


This indicated that the quantity of 
available hydrogen sulfide varied with 
the source. Our next trial was to learn 
if the same source would give a varied 
content at different times. For this pur- 
pose we estimate the quantity of hydro- 
gen sulfide present in three samples of 
potassa sulfurata solution secured at 
different times from the same source. 
On the dates given, fresh samples were 
estimated : 


Villigrams of hydrogen sulfide in 5 ce 
of solution of potassa sulfurata secured 
Jrom the same source at different dates 


Nov. 17 53.6 
Jan. 4. 52.7 
Jan. 19 62.4 


The next study was made on solu- 
tions of lotio alba of various concen- 
tration parallel with the solutions of 
potassa sulfurata used in preparing 
the lotio alba. 


Villigrams of hydrogen sulfide in 5 cc 
of lotio alba and in 5 ce of solution of 
sulfjurated potassa from which 
it was made 


POTASSA LOTIO 
SULFURATA ALBA 
29.4 13.9 
53.6 26.2 (double strength) 
109.4 61.5 (triple strength) 
We next were interested in deter- 
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ai 


mining the storing qualities of lotio 
alba in so far as its content of hydro- 
gen sulfide is concerned, simulating 
clinical use. By this we mean, that a 
person has a bottle of freshly made lotio 
alba, and uses it day by day. How does 
it compare in content of hydrogen sul- 
fide over the period which a_ bottle 
usually lasts? How active is it several 
months later? 

Storing qualities of lotio alba measured 


in milligrams of hydrogen sulfide in 
> cc of two and six ply 


LOTIO LOTIO 
DATE ALBA2 PLY ALBA6PLY 
Dec. 7 15.8 57.7 
Dec. 9 16.0 57.4 
Dec. 12 16.1 58.3 
Dec. 14 16.4 57.4 
Dec. 16 16.1 56.4 
Dec. 19 16.0 57.0 
Dec. 23 16.2 
Dec. 28 16.2 
Dec. 30 16.1 
Feb. 14 14.9 56.1 
Aug. 2 0.25 dried 


This quantitative study indicates the 
need for dating preparations intended 
to secure the activity of hydrogen sul- 
fide on the skin to which it is applied. 
The casual 
bottle does not indicate the drop in 


examination of the 


potent power. If perchance, a fresh 
bottle were purchased and found use- 
ful, a second purchase (if of a bottle 
long in storage or long on the counter) 
would cause complaint as being dif- 
ferent—not so active—company has 
made its reputation and now don’t care 
for its customers. An expiration date 
helps! 

The storing qualities of solutions of 
potassa sulfurata as far as their hydro- 
gen sulfide content was concerned were 
estimated for various percentage con- 
centrations and for more than one 
sample as follows: 


Since in our opinion, the activity of 


lotio alba and of the solution of potassa 
sulfurata in the therapy of acne vul- 
garis depended upon its content of 
hydrogen sulfide, it occurred to us to 
prepare an aqueous solution of hydro- 
gen sulfide gas from the containers 
commercially available. Under proper 
precautions, the gas from a_ small 
laboratory tank was allowed to escape 
into a jar of water. Determinations 
were made on the quantity of hydro- 
gen sulfide in the water over a similar 
period as for the lotio alba and the sul- 
furated potassa. The results follow: 


{queous solution of gaseous hydrogen 
sulfide 
Villigrams of hydrogen sulfide 
in 5 cc of solution 


DATE MGMS. of H2S 
Nov. 8 4.88 
Nov. 9 3.61 
Nov. 10 3.36 
Nov. I] 3.36 
Nov. 14 3.62 
Nov. 17 2.06 
Nov. 21 2.20 
Nov. 23 2.30 
Nov. 25 1.86 
Nov. 28 1.86 
Dec. 2 1.45 
Dec. 6 1.28 
Feb. 13 85 
Aug. 2 none 


Vleminckx’s solution is often ad- 
vised in the treatment of acne vulgaris. 
We have used it and found it efficacious. 

\ freshly made sample of Vlem- 
inckx’s solution was next studied with 
the following results: 


Vleminckx’s solution—freshly made 
Villigrams of hydrogen sulfide in 5 ce 


of solution 


DATE MGMS. of H2S 
Dec. 7 192.3 
Dec. 9 192.7 


Storing Qualities of Sulfurated Potassa Solutions 
Milligrams of Hydrogen Sulfide in 5 CC of Solution 


DATE 6% 6% 
Nov. 17 29.4 
Nov. 21 31.5 
Nov. 23 30.2 
Nov. 25 29.2 
Nov. 28 29.2 
Nov. 30 29.5 
Dec. 2 29.2 
Dec. 5 28.5 
Dec. 7 29.7 
Dec. 9 28.1 
Dec. 12 26.9 
Dec. 14 25.5 
Dec. 16 26.0 
Dec. 19 26.3 
Dec. 21 24.3 
Dec. 23 24.7 
Dec. 28 23.5 
Dec. 30 24.6 
Feb. 14 29.2 22.3 
Aug. 2 19.7 
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12% 24% 50% 50% 50% 
53.6 109.4 255.5 
56.0 111g 257.2 
54.9 108.5 254.9 
53.9 108.6 258.9 
53.9 108.5 258.9 
52.8 108.7 256.0 
52.4 107.1 252.2 
51.1 105.3 253.5 


239.5 291.0 
244.2 293.0 
246.6 286.0 
239.5 284.2 
230.4 281.6 
227.2 
224.8 
239.6 
210.0 
227.2 
53.5 103.5 243.5 271.0 
51.5 22.7 127.5 44.9 





Dec. 12 191.2 
Dec. 14 189.2 
Dec. 16 189.8 
Dec. 19 190.1 
Dec. 14 187.8 
Aug. 2 14.0 


We had experimented with Kummer- 
feld’s solution for some time, and had 
reached the conclusion that it had no 
effect on the clinical lesions of acne 
vulgaris. We were not at all surprised 
to find that samples of Kummerfeld’s 
solution studied gave no evidence of 
hydrogen sulfide. 

For several years, a variant of lotio 
alba curiously named “solid” lotio alba 
has been prescribed for patients with 
acne. It is prepared by mixing concen- 
trated solutions of potassa sulfurata 
and zine sulfate in water. The result 
of the mixture is a solid if and when the 
proportions have been uncovered by 
painful repetition. We used this method 
for its preparation. One hundred parts 
of potassa sulfurata were dissolved in 
100 parts water, filtered. One hundred 
parts of zinc sulfate were dissolved in 
100 parts of water and filtered. The 
two solutions were mixed. 

The hydrogen sulfide was estimated 
in one gram of the solid potassa sul- 
furata, and in one gram of the zine sul- 
fate as well as in one gram of the solid 
resulting from the mixture of the two 
ingredients in aqueous solution. 

On January 4, one gram of sulfurated 
potassa in solution in one cubic centi- 
meter of water gave 52.7 milligrams 
of hydrogen sulfide. 

On the same date, one gram of zine 
sulfate solution in one cubic centimeter 
of water gave no hydrogen sulfide. 

On the same date, the solutions of 
one gram of potassa sulfurata in 
one cc of water and one gram of zine 
sulfate in one cc of water were mixed, 
and made a paste. One gram of the 
resulting paste gave 27.9 milligrams 
of hydrogen sulfide. 

The reason this is written out before 
being charted is to emphasize that this 
study was made on the basis of grams. 
\ chart follows: 


“Solid” lotio alba 
Villigrams of hydrogen sulfide in gram 
of substance 


Potassa Zinc Paste 
Date Sulfurata Sulfate Made 

(t:1) (1:1) (1:1) 
Jan. 4 52.7 0.0 27.9 
Jan. 5 51.3 21.5 
Jan. 6 53.4 19.2 
Jan. 7 51.9 15.9 
Jan. 9 46.1 11.8 
Jan. 10 51.5 16.! 
Jan. II 51.0 11.6 
Jan. 13 51.6 120 
Jan. 16 50.0 138 
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It became impossible to make further 
tests as the paste stored in a wooden 
container became too dry and firm. 

New _ batches 
stored both in glass jars and in wooden 


were prepared and 
boxes to compare the two. The prepa- 
ration was as outlined above. The re- 
sults follow: 


“Solid” lotio alba 
Villigrams of hydrogen sulfide in gram 
of substance 


Potassa Sul- Zinc 
Date furata Sulfate Paste Made 
(1:1) (1:) (1:1 

Glass Wooden 
jar box 

Jan. 18 55.1 0.0 25.1 

Jan. 19 54.8 23.8 

Jan. 20 56.4 25.5 22.9 

Jan. 23 54.9 22.5 18.3* 

Jan. 25 55.5 25.7 

Jan. 27 55.6 26.2 

Jan. 30 54.0 26.2 

Feb. 6 26.0 

Feb. 9 50.0 23.9 

Feb. 15 52.5 23.8 





* Wooden box split and released contents. 


We have prepared and studied nu- 


merous other variants of lotio alba, 


but believe that the results offered in 
this study will suffice to indicate the 
character of the study being made. We 
do not give any conclusions. The fig- 
ures regarded as relative rather than 
absolute give their own conclusion. 

The studies given indicate to the wide 
awake manufacturer of cosmetics in- 
tended for the person with skin blem- 
ishes which are amenable to active sul- 
fur that he has many problems con- 
fronting him and his product. 

With the great possibility of stricter 
government supervision, he will have 
to revise his formulas to fit physio- 
logical and pharmacological data as- 
sembled by physicians and pharma- 
ceutical chemists. It will be a difficult 
job when the normal, healthy skin is 
the subject of hygienic care; it will be 
a much more difficult job when the dis- 
eased or abnormal skin is the subject 
of therapeutic attention. No detail will 
he too small to have expert supervision. 
In the field of active sulfur prepara- 
tions depending upon hydrogen sul- 
fide quantitative studies will be of 
paramount importance. 


NEW PRODUCTS AND PROCESSES 


Under this heading are published 
brief articles concerning interesting 
new products and processes offered in 
the industry. The material is in every 
instance furnished by the sponsor of 
the product and the article is not to 
be considered an endorsement by this 
journal. 


Albert Albek, 


Calif., is offering to the cosmetic and 


Inc., Los Angeles. 
allied industries two new water soluble 
waxes sold under the names, “Aqua- 
Cera” and “Emulso-Cera.” They are 
glycol esters, “Aqua-Cera” being the 
distearic ester of diethylene glycol. 
Numerous formulae for the use of the 
products have been developed by the 
Albek Laboratories and will be sent 
to interested parties along with samples 
of the creams or lotions made accord- 
ing to these formulae. 

Referring to the new products the 
company says: 

“The two products, “Aqua-Cera’ and 
‘Emulso-Cera, are two entirely new 
waxes of the water soluble type. With 
the aid of these waxes, practically any 
desired type of cream can be made. 


“While we have worked 


mostly 
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along the line of products of good ap- 
pearance and low cost; naturally, any 
other type of material can be used to 
produce creams of any desired type. 
We suggest that a number of experi- 
ments be made with whatever material 
you wish to incorporate in your cream. 

“For example, instead of Mineral 
Oil, if a higher type of cream is de- 
sired, on the tissue cream type. such 
oils as Sweet Almond Oil, Cottonseed 
Oil, Olive Oil, Raisin Oil or any other 
oil for that matter, can be substituted. 
In place of Paraffin and Petrolatum, 
which are the cheapest products that 
can be used in a cream, other articles 
such as Spermacetti, Odorless Cocoa 
Butter, Beeswax, Lanolin, Cetyl Alco- 
hol, Avocado Oil, Turtle Oil, and prac- 
tically any other fatty or waxy sub- 
stance can be used. 

“If you now have a formula and 
wish to modify it, you can use prac- 
tically the same ingredients by simply 
following the general method of man- 
ufacturing as outlined in these sugges- 


tions of ours, which have been care- 
fully worked out. 

“The main points to consider are 
temperature, which has to be kept at 


180° F. without fail; and the fact that 
the cream, once made, has to be capped 
while still 
for at least 12 hours. 


warm, and allowed to set 
For this reason, 
the cream should be manufactured dur- 
ing the day, capped, and allowed to set 
at least over night. It will be better, of 
course, particularly in hot weather, to 
allow this cream to set for two days.” 
The following is a report on the 
chemical analysis of “Aqua-Cera” : 


U.S.P. 

Aqua-Cera Beeswax 
Color White 
Odor Slight 
Melting point 845°C 62-65°C 
Acid number 60.02 17-23 
Ester number 102.40 72-79 
Free fatty acid 30.40 
Combined fatty acid 57.13 
Total fatty acids 87.53 
Water soluble radical 10.60 
Water 


1.00 


Mixing Equipment Co., Inc., Roches- 
ter, N. Y., announces the development 
of a new style model “L” laboratory 
Powered by a 1/30 H. P. to- 


fan 


mixer. 
tally 
cooled motor, this mixer duplicates on 


enclosed, air-jacketed and 


a laboratory scale the actual work of 
large scale production. It is ruggedly 
built and designed for continuous duty 
operation at full load. Shafts and pro- 
peller furnished either in stainless steel 
or monel metal. Wing nuts permit nu- 
merous adjustments to produce a wide 
variety of mixing actions. Besides its 
laboratory uses, this model is finding 
many applications on a commercial 
scale for mixing small batches of fluids. 


* * * 


Gerard J. Danco, president of Gerard 
J. Danco, Inc., New York, has just 
patented a new and novel lipstick de- 
vice. Mr. Danco’s invention does away 
with the direct application of the lip- 
stick to the lips. 
band to be rotated by a small turn 


Instead an endless 


screw forms the applicator, and the lip- 
stick is pressed against this band by a 
coiled spring. He claims that the new 
device insures more even and more 
sanitary application and avoids excess 
lipstick, as well as being more eco- 


nomical in use and in production. 


Animal Fat Dyes 


The knowledge of animal fat dyes 
from L. 
Zechmeister and F. Tuzson. From 0.9 
kilograms kidney fat taken from an old 
cow, they obtained 2.5 mg. of a crystal- 


received a first contribution 


lized red dye, which was found to be 
a mixture of 3 and 3 carrotin.—Set/fen- 
sieder Ztg. 








ESSENTIAL OILS 


Almond Bit., per Ib. 
m eA, 
Sweet True 
Apricot Kernel 
Amber, crude 
rectified 
Ambrette 
Amyris balsamifera 
Ange'ica root 
seed 
Anise, U. S. P. 
Araucaria 
Aspic (spike) Span. 
French 


Balsam, Peru 

Balsam, Tolu, oz. 

Basil 

Bay 

Bergamot 

Birch, sweet N. C. 
Penn. and Conn. 

Birchtar, crude 

Birchtar, rectified 

Bois de Rose 


Cade, U. S. P. 

Cajeput 

Calamus 

Camphor "white" 

Cananga, Java native 
rectified 

Caraway 

Cardamon, Ceylon 

Cascarilla 

Cassia. 80@85 p.c. 
rectified, U. S. P. 

Cedar leaf 

Cedar wood 

Cedrat 

Crlery 

Chamomile 

Cherry laurel 

Cinnamon, Ceylon 

Cinnamon, Leaf 

Citronella, Ceylon 
Java 

Cloves Zanzibar 

Cognac 

Copaiba 

Coriander 

Croton 

Cubebs 

Cumin 

Curacoa peels 

Curcuma 

Cypress 


Dillseed 


(oz.) 


(oz.) 


Elemi 
Erigeron 
Estragon 
Eucalyptus 


Fennel, Sweet 


Galangal 
Galbanum 
Geranium, Rose 
Algerian 
Bourbon 
Spanish 
Turkish 
Ginger 
Gingerarass 
Grapefruit 
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$2.25@ 


$3.00 


5.25 


4.00 


1.55 
35.00 
39 


1.25 


6.50 
6.00 


2.00 
6.75 
4.10 


Conc. 
Guaiac (Wood) 


Hemlock 
Hops 
Horsemint 
Hyssop 


Juniper Berries 


Juniper Wood 


Laurel 

Lavender, Eng.ish 
French 

Lemon, 
Calif. 

Lemongrass 

Limes, distilled 
expressed 

Linaloe 

Lovage 


Mace, distilled 

Mandarin 

Marjoram 

Melissa 

Mirbane (see Nitrobenzol) 

Mustard, Genuine 
artificial 

Myrrh 

Myrtle 


Neroli, Bigarde, P. 
Petale, extra 

Niaouli 

Nutmeg 


Olibanum 
Orange, bitter 
sweet, W, Indian 
Italian 
Spanish 
Calif. exp. 
dist. 
Origanum, Spanish 
Orris root, con. (0z.) 
Orris root, abs. (0z.) 
Orris Liquid 


Parsley 

Patchouli 

Pennyroyal Amer. 
French 

Pepper, black 

Peppermint, natural 
redistilled 

Petitgrain 
French 

Pimento 

Pine cones 

Pine needles, Siberia 

Pinus Sylvestris 
Pum 'lionis 


Italian 


Rhodium, Imitation 

Rose, Bulgaria (0z.) 

Rosemary, French 
Spanish 

Rue 


Sage 

Sage, Clary 

Sandalwood, East India 
Australia 

Sassafras, natural 
artificial 

Savin, French 

Spearmint 

Snake root 

Spruce 

Styrax 


Yuotations on these pages are those made by local dealers, but are subject to revision 


$24.00@ 
3.10@ 3.50 


1.05@ 1.25 
9.00@ 13.00 
2.50@ 

40.00@ 48.00 


1.05@ 1.50 
50@ .60 


8.00@ 10.00 
32.00@ 

3.50@ 7.50 
i1.80@ 2.50 


1.75@ 

48@ 55 
6.25@ 7.25 
10.50@ 12.00 
1.25@ 1.40 
55.00@ 62.00 
1.1S@ 1.25 
5.00@ 6.75 
6.00@ 6.25 
4.00@ 4.25 


(oz.) 


8.50@ 10.00 
1.95@ 2.25 
10.00@ 

3.25@ 3.75 


98.00@ 125.00 
130.00@155.00 
3.35@ 
1.15@ 
5.00@ 
2.60@ 
2.40@ 
2.50@ 
2.55@ 


2.85@ 
.20@ 


1.00@ 
5.25@ 
35.00@ 
18.09@ 


1.25 


5.25 
2.70 
2.55 
3.25 


2.35@ 
1.40@ 
3.00@ 

.20@ 
1.50@ 
1.60@ 


2.00@ 
6.00@ 
44@ 
36@ 
2.20@ 


1.60@ 
30.00@ 
5.50@ 
5.75@ 
85@ 
.23@ 
1.75@ 2.00 
1.90@ 2.15 
11.25@ 13.75 
1.05@ 1.25 
6.00@ 10.00 


1.25 
36 


Ad Te 


without notice) 


Tansy $1.80@ 2.10 
Thyme, red 1.00@ 1.10 
White 1.05@ 1.25 
Valerian 14.50@ 15.00 
Verbena 3.75@ 7.00 
Vetivert, Bourbon 8.75@ 12.50 
Java 15.00@ 25.00 
East Indian 30.00@ 
Wine, heavy 1.25@ 
Wintergreen, Southern 3.35@ 3.75 
Penn. & Conn. 4.50@ 8.00 
Wormseed 2.15@ 2.35 
Wormwood 2.75@ 3.25 
Ylang-Ylang, Manila 27.00@ 30.00 
Bourbon 5.00@ 8.00 
TERPENELESS OILS 
Bay 3.25@ 3.50 
Bergamot 7.00@ 
Clove 4.00@ 5.00 
Coriander 20.00@ 
Geranium 8.00@ 12.50 
Grapefruit 45.00@ 60.00 
Sesquiter ‘less 85.00@ 
Lavender 8.00@ 8.50 
Lemon 10.00@ 14.50 
Lime, ex. 54.00@ 72.00 
Orange, sweet 78.00@ 90.00 
bitter 90.00@1 15.00 
Petitgrain 3.25@ 3.75 
Rosemary 2.50@ 
Sage, Clary 90.00@ 
Vetivert, Java 35.00@ 
Ylang-Ylang 28.00@ 35.00 
OLEO-RESINS 
Benzoin 3.00@ 3.25 
Capsicum, U. S. P. X. 2.20@ 
Alcoholic 3.20@ 
Cubeb 3.25@ 
Ginger, U. S. P. VIII 3.00@ 3.10 
Alcoholic 4.10@ 
Malefern 1.65@ 2.00 
Oak Moss 6.00@ 15.00 
Olibanum 3.50@ 
Orris 17.00@ 28.00 
Patchouli 16.50@ 18.00 
Pepper, black 4.00@ 4.60 
Sandalwood 16.00@ 
Vanilla 8.50@ 11.25 
DERIVATIVES AND CHEMICALS 
Acetaldehyde 50% 2.00@ 
Acetophenon> 1.25@ 2.00 
Acetyl Iso-eugenol 7.50@ 8.00 
Alcoho! C 8 16.00@ 20.00 
C9 26.00@ 40.00 
Cc 10 21.00@ 28.00 
Cc il 20.00@ 25.00 
C 12 14.00@ 25.00 
Aldehyde C 8 30.00@ 
C9 45.00@ 70.00 
C 10 42.00@ 60.00 
Cc il 33.00@ 50.00 
C 12 28.00@ 34.00 
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C 14 (so-called) 
C 16 (so-called) 
Amyl Acetate 
Amyl Butyrate 
Amyl Cinnamate . 


Amyl Cinnamic Aldehyde i 


Amyl Formate 
Amyl Penyl Acetate 
Amy! Salicylate 
Amyl Valerate 
Anethol 

Anisic Aldehyde 


oe U.S. F. 
F. F. 
canta 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 
Benzyl Iso-eugenol 
Benzylidenacetone 
Borneol 
Bornyl Acetate 
Bromstyrol 


Butyl Acetate . 
Butyl Propionate 
Butyraldehyde 
Carvene 
Carvol 
Cinnamic Acid 
Cinnamic Alcohol 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. . 
Citronellal 
Citrone!lol 
Citronellyl Acetate 


Coumarin 


Cuminic Aldehyde 


Dibutylphthalate 
Diethylphthalate 
Dimethyl Anthranilate 
Dimethyl Hydroquinone 
Dimethylphthalate 
Diphenlymethane 
Diphenyloxide 


Ethyl Acetate 
Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate 
Ethyl Cinnamate 
Ethyl Formate 
Ethyl Propionate 
Ethyl Salicylate 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. 

Geranyl Acetate 
Geranyl Butyrate 
Geranyl. Formate 


Heliotropin, dom. 
foreign ; 
Hydratopic Al’ hyde 


Hydroxycitronellal 
Indol, C. P. 


Iso-borneol 
Iso-butyl Acetate 
Iso-butyl Benzoate 
Iso-butyl Salicylate 
lso-eugenol 
lso-safrol 


Linalool 

Linalyl Acetate 90 i 
Linalyl Anthranilate 
Linalyl Benzoate 
Linalyl Formate 





November. 1936 


(oz.) 





$13.00@ 


13.00@ 
75@ 1.00 
1.05@ 1.25 
2.50@ 

3.90@ 4.00 
1.60@ 1.90 
3.00@ 4.00 
.20@ 
2.00@ 
1.15@ 
3.00@ 


1.30@ 

1.55@ 1.90 
1.45@ 1.75 
70@ 85 
5@ 1.25 
1.00@ 1.80 
5.50@ 6.25 
6.00@ 8.00 
3.50@ 
15.00@ 
2.50@ 
1.75@ 
1.50@ 
4.75@ 
.0@ 
2.00@ 
12.00@ 


1.15@ 
4.00@ 


4.00@ 
3.40@ 
1.65@ 
8.00@ 
12.00@ 
13.00@ 
1.95@ 
1.10@ 
1.95@ 
3.50@ 5.00 
3.25@ 3.35 
40.00@ 62.00 


2@ 35 
32@ 37 
7.00@ 8.50 
2.65@ 3.75 
50@ .60 
1.75@ 2.45 
1.20@ 


30@ 50 
6.50@ 8.50 
1.20@ 1.75 
1.00@ 
3.50@ 
1.00@ 
1.40@ 2.50 
1.15@ 2.50 
15.00@ 20.00 
55@ 1.00 
2.00@ 3.00 


1.00@ 2.50 
2.00@ 3.00 
6.00@ 8.00 
5.00@ 7.00 


2.20@ 2.65 
2.35@ 2.50 
25.00@ 27.50 
2.00@ 6.50 


2.10@ 4.50 
2.30@ 
2.65@ 
2.75@ 
3.00@ 
3.50@ 
2.00@ 


2.10@ 
2.30@ 
15.00@ 
10.50@ 
9.00@ 12.00 


2.40 
1.20 
3.25 


18.00 
4.00 
2.00 
5.50 
5.25 


4.25 


2.25 
12.00 
14.00 


2.75 
1.90 
2.65 


4.09 
1.25 


3.25 
6.00 
3.60 


4.75 
3.50 


Menthol, Japan 

Synthetic 
Methyl Acetophenone 
Methyl Anthranilate 
Methyl Benzoate 
Methyl Cinnamate 
Methyl Eugenol 
Methyl Heptenone 
Methyl Heptine C'b 
Methyl Iso-eugenol 
Methyl Octine Carb. 
Methyl Peracresol 
Methyl Phenylacetate 
Methyl Salicylate 
Musk Ambrette 

Ketone 

Xylene 


Nerolin (ethyl ester) 
Nitrobenzol 

Nonyl Acetate 

Octyl Acetate 


Paracresol Acetate 
Paracresol Methyl Ether 


Paracresol Phenyl-Acetate 


Para Cymene (gal.) 


Phenylacetaldehyde 50% 


100% 
Phenylacetic Acid 
Phenylethyl Acetate 
Phenylethyl Alcohol 


Phenylethy! Anthranilate 


Phenylethyl Butyrate 
Phenylthyl Formate 
Phenylethyl Propionate 
Phenylethyl Val'rate 
Phenylpropyl Acet. 
Phenylpropy! Alcohol 
Phenylpropyl Aldehyde 


Rhodinol 


Safrol 
Santalyl Acetate 
Skatol C. P. 


Styralyl Acetate 
Styralyl Alcohol 


Terpenyl Acetate 
Terpineol, C. P. 
Thymene 
Thymol 
Vani'lin (clove oil) 
(guaiacol) 
Vetiveryl Acetate 
Violet Ketone Alpha 
Beta 
Methyl 


Yara Yara (methyl ester) 


BEANS 


Tonka Beans, Para 


Angostura 


Vanilla Beans 
Mexican, whole 
Mexican, cut 
Bourbon, whole 
South American 


(oz.) 


6.00 
i 3.00 
42@ ~ «50 
445@ 4.60 
4.70@ 4.85 
1.40@ 1.55 


1.50@ 1.75 


15@ 
46.00@ 48.00 


35.00@ 40.00 


4.00@ 5.50 
3.25@ 4.50 
10.00@ 18.00 
1.25@ 1.65 
3.50@ 6.75 
7.00@ 10.00 
2.25@ 4.00 
3.50@ 6.75 
3.00@ 4.25 
16.00@ 
8.50@ 
12.50@ 
9.50@ 
16.00@ 
8.00@ 
450@ 8.35 
8.00@ 12.09 


11.00@ 20.00 


56@ .70 
22.50@ 


6.00@ 
15.00) 


20.00@ 


1.00@ 1.50 
.23@ .38 
45@ 
1.55@ 
3.75@ 3.85 
3.65@ 3.75 
30.00@ 38.00 
5.00@ 10.00 
5.50@ 8.00 
5.25@ 8.00 


1.50@ 1.75 


16.00 
18.00 


11.00 


9.00 
18.00 


1.65 


1.40 
2.75 


1.25@ 
2.50@ 


3.25@ 
3.00@ 
3.30@ 
3.00@ 


4.00 


3.75 
3.15 


SUNDRIES AND DRUGS 


Acetone 

Alcohol, 190-pf. gal. 
Almond meal 
Alum, potash 
Aluminum chloride 
Ambergris, ounce 


Balsam, Copaiba 


Fir, Canada, gal. 
Oregon 
Peru 
Tolu 
Beeswax, white 
yellow 
Bismuth sub-nitrate 
Boric Acid, ton 


07@ «10 
4.29@ 4.30 
21@ 25 
03'4@ .03'/2 
.10@ 
25.00@ 35.00 


2U@ 2% 


9.50@ 12.00 
2.45 Nom'l 
1.10@ 1.25 
55@ ~~ «57 
36@ .38 
30@ = .32 
1.35@ 1.40 


125.00@ 140.00 


Calamine 

Calcium, phosphate 
Phosphate, tri-basic 
sulphate 

Camphor 

Cardamom seed 

Castoreum 

Cetyl Alcohol 
Pure 

Chalk, precip. 


Cherry laurel water, gal. 


Citric acid 
Civet, ounce 
Clay, Colloidal 
Cocoa butter 


Fatty Acids (See Next Page) 


Formaldehyde 
Formic Acid 
Fuller's Earth, ton 


Guarana 

Gum Arabic, white 
Amber 

Gum Benzoin, Siam 
Sumatra 

Gum galbanum 

Gum myrrh 


Henna, powd. 
Hydrogen peroxide 


Kaolin 


Labdanum 

Lanolin, hydrous 
anhydrous 

Lavender flowers 


Magnesium, Carbonate 
Stearate 
Sulfate 

Musk, ounce 


Oils, Vegetable (See Next Page) 


Olibanum, tears 
siftinas 


Orange flower water, gal. 


Orange flowers 
Orris root, powd. 


Paraffin 

Patchouli leaves 

Petrolatum, white 

Phenol 

Potassium, Carbonate 
Hydroxide 


Quince seed 


Reseda flowers 
Rhubarb root, powd. 
Rice starch 

Rose leaves, red 

Rose water, gal. 


Salicylic acid 
Sandalwood Chips 
Saponin 
Soap, neutral white 
Sodium, Carb. Crys. 
Phosphate, Tribasic . 
Spermaceti 
Styrax 
Sulfur, precip. . 
Tartaric acid 
Titanium oxide 
Tragacanth, No. | 
Triethanolamine . 


Venice turpentine, gzl. 
Vetivert root ... 
Violet flowers 


Zine peroxide 
Oxide 
Stearat> 


$.16@ .20 
08@ .08%, 
B@ 415 
.03%,@ .04 
52'2@ 59 
1.15@ 1.50 
16.50@ 18.00 
75@ 1.50 
1.90@ 2.15 
03'@ .06!/, 
125@ 

.25@ .25!/2 
4.00@ 4.50 

03@ .03'/, 

15@ .15% 
06@ .06'/, 

12@ «16 
16.00@ 30.00 

60@ .85 

27@ 30 
10@ .11' 
1.10@ 1.45 

17@ «20 

.0@ 1.05 

42@ «AS 

12@ «18 

05@ .08 

06@  .08 
3.50@ 5.50 

18@  .22 

20@ .24 

40@ 85 
06%,@ .07'/, 

A9@ ~~ «25 

024, ~=.03 
15.00@ 25.00 

14@ 30 

07@ ~—-.10 

1.50@ 

30@ .90 

20@ .75 
04,@ .07 

16@ 20 

07@ «CII 

16@ ~~ .20 

13@ .16 
.07/4@ 

50@ 1.00 

1.50@ 1.65 
35@ .40 
12@ 15 

2.00@ 2.25 

1.25@ 
40@~—s.45 

45@ ~~ «50 

1.75@ 

19@ _~——«.23 
O1%4@ .02'/, 
02',@  .04 

.25@ = -.28 

40@ 3.25 

17@ 20 

.24@ .24!/2 

20@ ~~ .22 

1.90@ 2.05 

45@ ~~ «50 

40@ «50 

30@ 

95@ 1.15 

1.10@ 1.75 

AZZ@ ~~ .I5 
21@ ~~ .28 








Demand for essential oils over the 
past month was not as active as Sep- 
but the 


continued well 


tember. buying movement as 


a whol ahead of a 


ago. Dealers attributed the slack- 


veal 
ening in demand principally to two 
the the 


Presidential election. 


things. mild weather, and 

Most articles in the spice group dis 
played considerable strength. Prices 
on coriander were nominal, dealers 
only being in a position to take care of 
the requirements of regular customers. 
One or two prominent dealers were 
forced to withdraw prices on pimento 
leaf oil owing to difficulty in getting re- 


placements. The upward movement in 


clove oil was extended. Based on pres- 


ent costs, prices are still too low, and 
it is likely that the market will continue 
to advance. Stocks of 


pleted to.such a point that dealers were 


anise were de- 


very badly pressed to even take care 
of the needs of the regular trade with- 
out making general offers. 

Toward the close of the month, sharp- 
ly higher prices on Italian citrus oils 
created considerable excitement among 
local trade factors. Because of the de- 
valuation of the lira, many thought that 
hergamot and lemon would decline. 
Orange was also included in the up- 
ward movement, but owing to the low 


prices prevailing on oils from othet 





producing countries, dealers were re- 
luctant to advance the latter. 

More inquiries were noted for aro- 
matic chemicals. Buyers were in some 
cases holding back pending the out- 
come of the election, but others were 
ordering out fair quantities of mer- 
chandise in anticipation of a record 
year-end retail demand for thei: 
finished products. 

Current prices on elycerine are the 
highest since 1927. In spite of this facet, 
all indications seem to point to a con- 
tinued firm market over the first quar- 
ter of next year. Because of the acute 
shortage of this article over the past 
few months, it is felt that refiners wil! 
take advantage of any increase in pro- 
duction by building up reserve stocks. 
\ slight decline was registered in citric 
acid reflecting more favorable produc- 
tion costs. Coconut oil was strong and 
higher. 


PRICES OF SOAP MATERIALS 


TALLOW AND GREASE 


Whale, Crude No. 


1, Coast, tanks 041/, 


Tallow, N. Y. C. extra $0.063%, @ Refined, barrels 064, @ .07!/, 
Edible 09 Nominal 
Fancy 10 @ GLYCERINE 
Grease white 0634 @ .08%, Chemically pure, drums extra 19/o @_ .20 
House 064, @ 06% Dynamite, drums included 19'/o Nominal 
Yellow 06'/4 @ .063%%  Saponification, drums 16 Nominal 
Lard 12) @~ «I3 Soap, lye 15 Nominal 
. FATTY ACIDS ROSIN 
Coconut Oil, 98°/, Saponifiable, tanks .1234 @ Barrels of 280 d 
Corn Oil, 95°, T.F.A. barrels 1244 @ 12'/, —— — 
Red Oil, distilled, tanks 09%4 @ B $7.47, XK $7.47\/2 
White, drums 13 @ .I4 D 7.41\/ M 7.50 
Stearic Acid, single pressed, c.l. 10 @ .il E 7.47\/ N 7.50 
Double pressed lol, @ a8 F 7.42\/, W.G. 7.50 
Saponified 10%4@ 11% & 7.477, WW. 8.45 
Triple pressed 134, @ 14, 4H 7.41, X 8.55 
Saponified 13! @ 14!/, | 7.47\/, Wood 7.40 
SOAP MAKING OILS CHEMICALS 
Castor No. |, tanks 10 @ Acid, muriatic, 18°, 100 pounds $1.00 @ $1.60 
No. 3 tanks 09, @ Sulfuric, 60°, ton 11.00 @ 
Coconut, Manila Grade, tanks O7\/, Nominal 66°, ton 15.00 @ 
Corn, crude, Midwest mill, tanks 087/, Nominal Borax, crystals, carlot, ton 42.00 @ 71.00 
Cotton, crude, Southeast, tanks 08!/, @ Cyclohexanol (Hexalin) 30 @ 
Refined A144 @  .113%g ~~ Naphtha, cleaners, tank cars 07 @ OI, 
Lard, common No. |, barrels 09, @ Potassium carbonate, 80@85°%, 07 @ 
Olive, denatured, max. 5°/, F.F.A. Hydroxide (Caustic potash) 88@ 
bbis., gal. 1.20 Nominal 92%, 0714, @ 
Foots, Prime, green, barrels 09144 @ .093%% Salt, works, ton 11.50 @ 14.00 
Palm, softs, max. 20°/, F.F.A., drums 045, @ Sodium carbonate (Soda ash) 58°/, 
Niger, casks 047, @_ .05 light, 100 pounds 1.23 @ 2.37 
Palm, Kernel, tanks 05'1, @ Hydroxide (Caustic soda) 76°/, Solid, 
Peanut, crude, barrels 085, Nominal 100 pounds 2.60 @_ 3.75 
Refined, barrels 12'/, Nominal Silicate 40°, drums, works, 100 pounds .80 @ 
Soya beans, max. 2°/, F.F.A. Midwest Sulfate, anhydrous 0214, @ «03 
mill tanks .08!,, @ Phosphate, tri-basic 021, @  .03 
Tallow, acidless, barrels 093%, @ Zinc oxide 05, @  .05% 
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[] PerrumMes, Cosmetics & Soaps, 
Vo. II] (Firrtu Epition). By William 
A. Poucher, Ph. C. 
Nostrand Co., Neu 
£7.00. 


228 pages. D. Van 
York. 1936. Price, 


Mr. Poucher has revised his work on 
cosmetic production and now gives an 
entire new volume to this branch. The 
material formerly appearing in Vol. II 
has been completely revised and sub- 
Vol. Il deals 
only with perfumes and toilet waters 
and Vol. III with cosmetic and toilet 
preparation manufacture. 

Several of the chapters in the book 
have been revised materially and some 


divided so that the new 


new material has been added. Chapters 
on rouges and eye cosmetics and on 
sunburn and suntan preparations fall 
in the latter class. The chapter on 
rouges and eye cosmetics is well done. 
That preparations will 
scarcely stand the light of the most re- 
cent investigations, notably those of 


Goodman, 


on sunburn 


Navarre and others. Some 
have been 
proven of little value while some not 
mentioned by Mr. Poucher have been 
found useful. 


recommended substances 


The chapter on hair dyes has been re- 
written and brought up to date. Some 
modification of the chapter on creams 
made, but the 
reader looks in vain for the latest in- 
vitamin and 
preparations and the inclusion of these 
and other newer ingredients in biologi- 


and lotions has been 


formation on hormone 


cal creams. Doubtless the author is not 
convinced of their efficacy, in which he 
is in good company; but this seems 
hardly sufficient as a reason for not 
even mentioning these latest develop- 
ments. 

As a whole, the work is a very use- 
ful one and the new edition well worth 
the attention of the cosmetic chemist. 
it well merits the success which has 
been attained by former editions. 


S.L.M. 


[-] GLANCES AT INDUSTRIAL RESEARCH. 
By Edward R. Weidlein and William 
A. Hamor. 238 pages. Reinhold Pub- 
lishing Corp., New York, 1936. Price, 
$2.75. 


This little volume has been published 
to commemorate the transfer of the ac- 
tivities of the Mellon Institute of In- 
dustrial Research to its magnificent new 
building in Pittsburgh. It is not in- 
tended as a supplement to Science and 
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REVIEWS OF TECHNICAL BOOKS 


Action, published by the same authors 
in 1931, but it does bring the reader 
up to date on several projects that 
were described in the earlier volume. 
Much of the information in this book 
has been assembled from non-technical 
articles published by the Institute dur- 
ing the past few years. 

of the history 
of the Industrial Fellowship system, 


After a brief review 


and a survey of the investigations now 
in operation, several chapters are de- 
voted to notable successes in commerce 
and industry which have been devel- 
oped through coordinated industrial 
research. With one exception (two if 
we count shaving), fellowships for re- 
search on cosmetic problems are con- 
spicuously absent. 

The authors foresee great opportu- 
nities for younger scientists through 
closer cooperation of professional edu- 
cation with its practical applications 
in commerce and industry. They stress 
the need for sound public relations in 
science, and look for greater appre- 
ciation of the value of scientific re- 
search through more and better writing 
on technical subjects in language with 
popular appeal. 

The book contains many beautiful 
illustrations, whose captions tell a 
story in themselves. The appendix, pre- 
senting a fine chronology of chemistry 
in America since 1914, also enhances 
the value of the text. 
pleasant reading, through which even 
laymen will obtain an excellent cross- 
section of the accomplishments and the 
advantages of industrial research in the 
United States today. 

FLORENCE E. WALL, F.A.L.C. 


It is easy and 


[_] Corrosion RESISTANCE OF METALS 
anp ALLoys. By Robert J. McKay and 
Robert Worthington. Reinhold Pub- 


lishing Corp., New York City. 6x9 
inches. 492 pages. A.C.S. Mono- 
graph No. 71. Price $7.00. 1936. 


A typically good A.C.S. monograph, 
well printed and bound. The book 
is divided into two parts: part I deals 
with the general and theoretical and 
part II deals with the specific metals 
and alloy groups relative to their cor- 
rosion behavior. 

Some has been written regarding 
the galvanic corrosion of tin tubes in 
the manufacture of tooth paste and 
other cosmetics. The authors discuss 
galvanic action so that anyone can 


understand it. The use of alloys in 


manufacturing plant equipment is 
greatly aided by the intelligent appli- 
cation of experimental data brought 
together by the authors. While cos- 
metics are mentioned only in passing, 
the other data are readily applied to 
this field. The tin can is completely 
food manufacturers 
should not be without this book. Cor- 


rosion from this point of view has 


discussed, and 


rarely been so well and completely 
presented. 

The first part of the book explains 
in plain language the different mani- 
festations that join to make corrosion 
a problem. The second part is sort of 
a practical application of theory. 
Plant managers and production men 
will find this book helpful in solving 
corroson problems, whether in equip- 
ment or packaging. 

M. G. pE NAVARRE 


STATES TARIFF CoMMIs- 
Wasnincton, D. C. Compara- 
tive Statistics of Imports by Countries 
for the Calendar Years 1931 to 1935 
inclusive. 


| UNITED 
SION, 


of this 


Volume X, Group 8, very 
voluminous statistical study covers 
chemical and related products. The 


compilation, undertaken as a W.P.A. 
project, gives detailed information re- 
garding imports. A section of several 
pages is devoted to soaps, perfumes. 
and toilet preparations. It is a very 
useful reference work. 

|] MANUFACTURING PERFUMER 
Soaps, Cosmetics & TorLeT PREPARA- 
tions, VoL. 1, No. 1. Leonard Hill, 
Ltd., London. Issued monthly. Price 
10s. annually. 

The first of this British 
magazine is well up to the standard of 
its publishers who are also responsible 


issue new 


for the familiar Manufacturing Chem- 
ist, so well received in America. 

A page of American Notes by M. G. 
de Navarre, an interesting article on 
dermatitis and a of hor- 
and vitamins, the 
Editorials are well writ- 


discussion 


mones are among 
hest features. 
ten and the department “Extrava- 
ganza,” consisting of the comments of 
alleged “beauty experts,” is well worth 
the price of a subscription alone. We 
welcome this new journal, which seems 
likely to add greatly to the pleasure 
and profit of our reading in the months 


Ss. L. M. 


to come. 





NEWS and EVENTS 


Companies —Individuals —Groups 


London Beauty Fair 
(Continued from Page 59) 


hand, “Coronation,” a new shade 
shown by The Kraska Co., Ltd., is a 
deep and brilliant scarlet. 

Fine perfumes were well represented. 
Grenoville Ltd. (represented in New 
York by the Groville Sales Corp.) 


“ 


showed their famous “Casanova” and 


“Byzance,” a new “Fougere” and a 
new range of delightful florals, com- 
prising “Avant lEté” 
the 


russe,” 


“Lilac in 
“Violette 
Molyneux 


(or 
Rain”), “Narcisse,” 
and “Oeillet fané.” 
Perfumery naturally starred “Le Nu- 
mero cing,” whose popularity shows no 
signs of abatement. Phargene Ltd. 
showed Rigaud perfumes, and starred 
the 
new Weil perfume whose packing re- 
ceived special notice in THE AMERICAN 
PERFUMER for September, as well as 
other Weil perfumes, was also exhib- 
ited. 

Bourjois, Ltd., concentrated on “Eve- 


“Un air embaume”. “Cassandra, 


ning in Paris,” and showed some new 
This 


was the high spot of the exhibition. An 


presentation packs. firm’s stall 
evening spent in a café on one of the 
Paris boulevards was reproduced with 
great attention to detail (except that 
no Pernod was served! ). 

Coty showed some new products, in- 
cluding a new face powder of specially 
fine texture, very lightly perfumed, a 
new wrinkle cream (not based on turtle 
oil), and avocado beauty soap, made 
from avocado oil. 


Trade Commission Cites 
Cosmetic Companies 


First action under 
the Robinson-Patman Act against cos- 
metic companies came as this issue was 
on the press, with citation of Bourjois, 
Richard Hud- 
nut, Coty, Inc., and subsidiaries, and 


Elmo, 


provisions of the new law. The com- 


Inc., and subsidiaries, 


Inc., for violations of several 


plaints will be publicly heard on Dec. 
11. They charge in effect that addition- 
al volume discounts, the use of demon- 
PM’s, and certain 


strators, forms of 


advertising allowances, as used by 
these companies, are violations of the 
Robinson-Patman measure. 

A careful study of the complaints 
leads to the conclusion that the Com- 
mission believes any use of demonstrat- 
ors may be considered unfair compe- 
tition and that PM’s as generally known 
in the cosmetic industry, are also un- 
fair methods. Quantity discounts, espe- 
cially those payable for reaching a cer- 
tain volume by the end of the year are 
also frowned upon by the Commission, 
according to these complaints. 


Rentschler Returns 

From Trip Abroad 
Frederick Rent- 
schler, president and founder of the 
Art Tube Co., Irvington, N. J., has 
returned from an extended trip in 
Germany, Austria, and France where 
most of his traveling was done by 
airplane. While in Europe, Mr. Rent- 
schler spent considerable time in ob- 
information on the latest 
for the manufacturing of 
collapsible tubes and foil specialties. 
On his Mr. Rentschler an- 
nounced that his company has secured 
a site on Lyons Avenue, Irvington, N. 
J., for the erection of a new factory 
160 x 150 ft. It will be a one-story 
structure with provision for expansion. 


taining 


processes 


return, 


Construction has already begun and 
the new building is expected to be 
ready for occupancy in about three 


months. Mr. Rentschler reports that 


increasing business, particularly in 
the new foil division, has made the 


new structure necessary. 


Bopf-Whittam Wins 
Injunction 

Bopf-Whittam 
Corp., Westfield, N. J.. has secured a 
permanent injunction against Michael 
P. Gutowski and Stanley Czech, the 
Chemical Works and _ the 
Lanaetex Products Co., Inc., Elizabeth, 
N. J., restraining them from manufac- 
turing lanolin and woolfat products 
or from disclosing the process. Gutow- 
ski is a former employee of Bopf- 
Whittam Corp. 


Genuine 





Mysore Trade 
Commissioner Departs 
Vs & 


Trade Commissioner for Mysore in 


Isvaran, 


London, sailed on the “Europa,” Nov. 
6, after a visit to this country. During 
his stay, Mr. Isvaran made his head- 
quarters with W. J. Bush & Co., Inc., 
New York, agents for the Mysore Gov- 





Mr. 


(Center) 
(Left) and Gill of W. J. Bush & Co., Inc. 


with Messrs. Webb 


Isvaran 


ernment sandalwood oil factories in 
the United States. 

In the course of a trip to the Mid- 
dle West in company with R. R. Webb, 
treasurer of W. J. Bush & Co., Ince., 
Mr. Isvaran visited important phar- 
maceutical houses, and was entertained 
at the monthly luncheon of the Chi- 
cago Drug and Chemical Association 
as the guest of E. Drach of Abbott 
Laboratories. 

During his visit the Trade Commis- 
sioner also investigated the possibility 
of introducing to this market other 
products of the Mysore State, notably 
coffee, silk and art-wear. 


Cross Heads National 
Can Co. Division 

Jack M. Cross has 
been appointed manager of the Plan- 
ning and Development Department of 
the National Can Co., New York. He 
was formerly with Continental Can 
Co., and has been in the design and 
planning end of the container business 
for ten years. James M. Hoyt, also 
active in this field for some years, has 
been named assistant to Mr. Cross. 


Rossman Starts 
Own Business 

Jacques Rossman 
has established L’Ardy Cosmetic Lab- 
oratories at 40-22 Main St., Flushing, 
N. Y. A complete line of toilet prepa- 
rations is being manufactured for the 
hair dressing trade. 
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Mixing Equipment Co. 
Moves N. Y. Offices 

The Mixing Equip- 
ment Co., Inc., Rochester, N. Y., has 
its New York office to 377 
Broadway. The new quarters represent 
a material increase in space and will 


moved 


provide space for a complete display 
of the company’s line. The office is 
in charge of C. F. Donahue. 


Leonhardt Back from 
European Visit 

F. H. Leonhardt, 
president of Fritzsche Brothers, Inc., 
New York, has returned with Mrs. 
Leonhardt and their daughter after a 
European trip which began last June. 
With him on the return voyage was 
Dr. Ernest S. Guenther, chief research 
chemist of the company, who has been 
spending the summer in Europe and 
supervising the company’s production 
of flower oils at the French plant in 
Seillans. 

Mr. Leonhardt visited ten countries 
during his trip, traveling almost en- 
tirely by airplane and automobile. 
Commenting on the trip, he said that 
perhaps the most striking contrast be- 
tween European and American condi- 
tions is the lower standard of living 
of the average European. Similarly, 
buying power abroad as compared with 
ours is extremely limited. Commenting 
on individual countries, Mr. Leonhardt 
expressed the opinion that Great Brit- 
ain is anxious for the good will and 
cooperation of the United States; Ger- 





uo 


Mr. Leonhardt 


Dr. Guenther 


many is most interested in the recovery 
of her colonies; Hungary would like 
to get back the two-thirds of her pos- 
sessions which were taken away from 
her, while Austria, reduced to almost 
nothing, and especially those Aus- 
trians living in territory annexed by 
Italy, would like to see the Italians 
in a hotter climate than Ethiopia. 
Practically all of Europe. Mr. Leon- 
hardt said, feels that the sword hang- 
ing over it is likely to drop at any time. 

Dr. Guenther, speaking of conditions 
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market, said that 
French devaluation, in his opinion, had 
been too long delayed and was not 
sweeping enough, to bring great bene- 


flow er oil 


in the 


fits to the Grasse region. Conditions 
there, while not so acute as formerly, 
The 
jasmin situation is complicated by the 
very high price (13 francs) demanded 
for the flowers, and the fact that Italy 
is rapidly coming to the front as a 
jasmin producer. 
Lavender in 


are still far from satisfactory. 


the Alpes-Maritimes 
has been affected by a plant disease 
which has hit the plantations very hard 
and even the wild lavender to some ex- 
tent. The Hungarian development in 
lavender is also likely to be a factor 
of growing importance in this business. 

Dr. Guenther visited England, Hol- 
land, Belgium, Germany and Hungary 
continuing his researches into the es- 
sential oil The results of 
much of his research will be presented 
in The 


during 


situation. 


American Perfumer in articles 
the coming months. 


Promotions and Changes 
at American Can Co. 

Following the elec- 
tion of Dr. Baker as president, the 
American Co., New York, has 
announced a number of elections and 
executive changes. Five 
presidents have been elected as fol- 
lows: 


Can 


new vice- 
T. \. Anderson, formerly gen- 
eral manager of manufacture, general 
line, vice-president and comptroller; 
D. W. Figgis, formerly assistant to 
vice-president in charge of sales, vice- 
president in charge of sales, general 
line; G. H. Kellogg, formerly general 
manager of sales, packares’ cans, vice- 
president in charge of sales, packares’ 


cans; A. R. Pfeltz, formerly general 
manager of manufacture, packares’ 


cans, vice-president in charge of pur- 
chasing and traffic; C. G. Preis, for- 
merly chief engineer, vice-president in 
charge of engineering. 

W. O. Starr has retired as comptrol- 
ler, J. A. Fry as general purchasing 
agent, and A. L. Griffith as manager 
of traffic department. 

H. G. Edwards, formerly general 
manager of sales, general line, has been 
appointed assistant to the president; 
R. W. Phelps, formerly assistant to 
M. J. San 
Francisco, assistant to Mr. Figgis; C. 
H. Black, formerly assistant general 


Sullivan, vice-president, 


manager of sales, general line, pro- 
manager of sales, 


general line: R. L. Sullivan. formerly 


moted to general 





Atlantic District sales 
eral line, to assistant general manager 
of sales, general line; and W. C. Stolk, 
Atlantic District 
sales manager, general line, to Atlantic 


manager, gen- 


formerly assistant 


District sales manager, general line. 


Senior Back from 
Southwestern Trip 
Charles L. Senior of 

Florasynth New 
York, just returned from a trip through 
the Southwest with glowing reports 
of i 


that section. 


Laboratories, Ince., 


business in 
He 
brought with him 
the accompanying 
caricature of 
Harry Linscott, 
general manager 
of Liquor & Drug, 
Inc., San Antonio. 
We Harry 


will stop in to see 


hope 





us on his next New 
York visit, if only 
to give us the point 
of that story which Charlie attempted 
without conspicuous success to relay 
to our waiting “Humor Department.” 


Mr. Linscott 


Alsop Now in 
New Factory 

The Alsop Engineer- 
ing Corp., New York, has moved to a 
new factory in Milldale, Conn., but 
is retaining offices, show rooms and a 
service department in New York at 17 
West 60th St. 

The need for more space, better ship- 
ping facilities and a more efficient 
manufacturing layout, due to a greatly 
made a 
this kind necessary. The new plant is 
on a plot of 101% acres, and the build- 
ings cover about 60,000 square feet. 
The price paid is not disclosed, but a 


increased business, move of 


recent appraisal figures the reproduc- 
tion cost at over $100,000. 

Great savings in manufacturing costs 
are expected to be reflected in sales 
prices, due to better labor and working 
conditions, and also to the fact that 
water power will generate enough elec- 
tricity to operate the entire plant. 

Trucks will make overnight deliv- 
eries to New York daily, and with the 
consolidation of manufacturing of all 
parts of the products under one roof 
instead of having them made in a 
dozen different plants, it is expected 
that customers will receive much bet- 
ter service than ever before. 





Maemillan to 
Represent Cortizas 

M. Cortizas Co., 
Philadelphia, has appointed William 
Macmillan as the 
Chicago territory. Mr. Macmillan has 
been connected with the vanilla bean 


representative in 


trade for more than 25 years and is 
well known to buyers throughout the 
Middle Western territory. 


Huisking Representing 
Naarden in America 

We are advised by 
N. V. Chemische Fabriek “Naarden,” 
Naarden, Holland, that Charles L. 
Huisking & Co., New York, has been 
appointed American representative for 
the Naarden line of aromatic chemi- 
Naarden products have enjoyed 
this market for 


cals. 
considerable sale in 
many years. 


Census Report on 
Barber and Beauty Shops 

The preliminary re- 
port of the census of service establish- 
ments of the Census of Business, 1935. 
the 


following very interesting statistics re- 


has been issued and _ contains 


garding the barber and beauty shop 
trade during the last year: 


Mrs. A. H. Moore to 
Visit Texas 


Mrs. Arthur H. 
Moore widow of the late A. H. Moore, 
one of the founders of the Bridgeport 
Metal Goods Manufacturing Co., will 
leave next month for New Braunfels, 
Texas, to visit her daughter, Mrs. Wil- 
liam Tout, and also her son, Ralph, 
who also is in Texas. 

Mr. Moore, who died July 15, was 
identified with the toilet preparations 
industry since 1921 when the company, 
established in 1909, broadened its activ- 
ities and began the manufacture of 
vanity cases, lipstick holders and other 
metal specialties for this industry. He 
was very active in developing this 
branch of the company’s business up 
to 1929 when he contracted the illness 
from which he 
Throughout the seven years, he kept in 
touch with the affairs of the company. 
He was interested in Masonry and was 
a shriner in Hamilton Commandery. 

Surviving are his widow, two daugh- 
ters, Mrs. Sterling Leffler of Westport, 
Conn., and Mrs. William Tout of Texas 
and two sons, Ralph Moore of Texas 


never recovered. 


and Arthur Moore, Jr.. who is asso- 
ciated with the Bridgeport Metal Goods 
Manufacturing Co. 


Barber and 
Barber Shops Beauty Shops Beauty Parlors 
Number of Establishments 121,057 4,298 61,176 
Receipts $208,969,000 $20,276,000 $170,753,000 
Employees, Average for Year 80,119 11,103 77,487 
Active proprietors and firm members 125,638 4,633 61,427 
Payroll $54,711,000 $8,742,000 $57,736,000 
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These fine modern laboratories 
have just been completed by 


the Felton Chemical Co., 


Brooklyn, N. Y. Every facility 


for research and technical 


control is provided. The com- 
pany also maintains branch 
offices and stocks in principal 


cities throughout the United 


States. 


“Marie Arnold” 
Advertising Campaign 

Advertising for the 
“Marie Arnold” products and treat- 
ments, well known in America, and for 
what is claimed to be the first Holly- 
wood make-up salon in England, is to 
be launched in the September issues of 
the women’s journals in Great Britain. 


Colgate Starts 
Batavia Plant 

The Colgate-Palm- 
olive-Peet Co. has established a subsid- 
iary at Batavia, D. E. I., to work with a 
share capital of 100,000 Dutch guilders. 
Here it will manufacture supplies of 
oils, fats, soap and other toilet articles 
for Java. 


Non-Allergiec Products 
Has New Owner 

Non-Allergic ,Prod- 
ucts, 406 Market St., St. Louis} manu- 
facturing a general line of cosmetics, 
taken Mrs. Jessie 
Millick who is conducting the business 
her account. Mrs. Millick 
formerly was in the employ of the 
previous owner of the business. 


has been over by 


on own 


Joseph Butler 

Joseph Butler, 
tired soap manufacturer, died October 
18 at the North Hudson Hospital, Jer- 
sey City, N. J. Mr. Butler was born 
in Switzerland 69 years ago and came 
to this country in 1885. He lived in 
West New York, N. J., for many years. 


re- 
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ADVERTISING 


AGENCY CHANGES 


NAME AND ADDRESS PRODUCT NEW AGENCY 
La Toja Products, Inc., New York Toilet & Medicinal 
Preparations _ H.W. Fairfax Advertising Agency, 


Lionel Rogers, Inc., New York 


Toiletries for Men 


New York 
White-Lowell, Inc., New York 


Mary Nolan, New York Cosmetics Wortman, Barton & Co., Inc., New 
York 
Parfums Weil Perfume . Lester Harrison, Advertising, New 
Prince Matchabelli Perfumery Co., New Vork 
York Cosmetics H. W. Fairfax Advertising Agency, 
New York 


Viviny Perfumers, Inc., West Haven, 


Conn. 


Hand Lotion 


. White-Lowell, Inc., New York 


ABSTRACTS FROM FOREIGN JOURNALS 


Under this heading are pub- 
lished brief abstracts of articles, 
both technical and general, from 
foreign journals in this field, to- 
gether with page and volume ref.- 
erences. We cannot furnish com- 
plete copies of these articles or 
journals but will be glad to supply 
the addresses of the publishers 
upon request, 


Kosmos-Werke Emil Pick & Co., 
Caslav, Czechoslovakia. Ger. pat. 621,- 
892. The oil or fat, such as peanut oil 
or hardened whale or fish oil, mixed 
with substances containing water and 
albuminous matter, is heated to a tem- 
perature not exceeding 150°, usually 
from 110-120°, in order to remove the 
water, a certain amount of egg yolk 
being added as aromatizing agent. The 
mixture is then cooled and filtered. 


G. Middleton—writing in the /ndus- 
trial Chemist — Pharmaceutical Sup- 
plement, January, 1936, p. 11—claims 
that\ “consistency is a term often used 
to define properties of a fluid, but that 
this term is scientifically lacking in 
meaning, and furthermore is a mixture 
of a range of properties.” The viscosity 
co-efficient is defined. Plasticity, and 
graph explaining it, are given. Irish 
moss slime, Bentonite, tragacanth—all 
have the property of thixatropy—in a 
case of tragacanth it is quite rapidly 
evident. 

Anomalous viscosity, or “variable 
viscosity” is necessary to keep the actual 
phases of an emulsion from separating. 
Soaps, gelatine, starch, tragacanth, 
acacia, agar and nitrocellulose have 
this property. Both anomalous viscos- 
ity and thixatropy are utilized in 
pharmaceutical emulsions. If+ Irish 
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moss is used in place of tragacanth, the 
emulsion will jell when standing, and 
becomes mobile on shaking. 


Benjamin Levitt, discussing the prac- 
tical prevention of soap oxidation in 
The Indian Soap Journal, March, 1936, 
p. 211, finds that the following will 
minimize oxidation: 41) Soap should 
be made by the boiled process to en- 
sure complete saponification and elimi- 
nate glycerine, which has a_ hygro- 
scopic effect. (2) Oils and fats of 
saturated should be used as 
much as possible. (3) Incorporate an 
antioxidant. (4) Essential oils should 
be selected with the least pro-oxidant 
effect. (5) Wherever permissible, alka- 
line fillers should be employed. The 
following aromatic materials are men- 


series 


tioned as being good in soap: citronel- 
lol, coumarin, cymene, eucalyptol, iso- 
eugenol, metaldehyde, mesityl oxide, 
thymene, phenyl propyl alcohol, safrol 
and isosafrol. 


Oxidation of high molecular paraf- 
fins. I. G. Farbenind. A. G. Ger. pat. 
626,787. In order to avoid the forma- 
tion of petroleum-ether insoluble oxy- 
fatty acids in the process of oxidizing 
paraffins to fatty acids, this process is 
carried out at relatively low tempera- 
ture, not exceeding 125°, using as 
catalyst a mixture of manganese com- 
pounds and alkaline metal compounds, 
such as manganese stearate and soda 
for example, and introducing the oxi- 
dizing gases into the paraffin by means 
of porous material, such as filter can- 
dles, porous plates or other ceramic 
material or sintered metal. A suitable 


apparatus is described. Example: To 


80 kilos of crude paraffin of m.p. 51° 
are added 200 g. manganese stearate 
and 120 g. soda, and air at the rate 
of 18 cu.m. per hour is passed in 
through porous plates of ceramic ma- 
terial. A light-colored product is gb- 
tained, acid no. 96, sapon. no. 156, 
This lat- 
ter consists almost wholly of unchanged 
paraffin, and may be returned to proc- 
ess for further treatment. 


and unsaponifiable 49.5%. 


Robert M. Lingle comes to the con- 
clusion that testing soft soap for free 
alkali by the U.S.P. method gives suf- 
ficiently accurate results to warrant its 
use generally, in the J. Amer. Pharm. 
{ssoc., 25, p. 286, 1936. Lingle dis- 
cusses the barium chloride p’ptation 
method, the salting out method and the 
alcohol solubility method (U.S.P. 
method.) The U.S.P. allows more free 
alkali in soft soap than is desirable in 
a medicinal product. 

~) 


aN 


Neutral tragacanth gum described 
in the Swedish Pharm. is not seen in 
the trade. Actual pH is about 5.0. 
While blue starch granules are not vis- 
ible to the naked eye when iodine solu- 
tion is placed on the gum, microscopic 
them 
cording to an article in Farm. Revy, 
34, 735, 1936. H. Will, writing in 
Apoth. Ztg., 50, 1620, 1935, finds that 
tragacanth heated to 50°C. for 2 hours, 


examination show present, ac- 


gives a better mucilage, with little vis- 
cosity or pH change after two months. 
(Through J. American. Pharm. Assoc., 
28, 1936.) 


Geoffrey H. Allen, reviews wave sets 
and solutions in Soap, Perfumery & 
Cosmetics T.R., March, 1936, p. 184. 
\ typical permanent waving solution 
is formulated as follows: Ammonium 
hydroxide, 9 ounces, borax, 3 ounces 
and water, 88 ounces. While karaya 
and quince seem to be most. popular 
gums for wave setting solutions in the 
U. S., tragacanth and quince seem to 
be the most popular in England. Up 
to 40 per cent alcohol can be used for 
quick drying lotions. A typical for- 
gum tragacanth powder, 2 
ounces; potassium carbonate, 4 ounces; 
preservative enough; alcohol, 15.8 
ounces and distilled water to make 100 
ounces. Wave sets in powder form are 
briefly mentioned. 


mula is: 
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CANADIAN NEWS and NOTES 


Tamblyn Control 
in New Hands 

\ reorganization of 
the financial setup of G. Tamblyn Lim- 
ited, Ontario drug chain, has recently 
been announced whereby control of the 
from the 
Gordon Tamblyn, late founder, and the 
Ottewell Co., New York City. It is 
stated that the majority of the holdings 


company passes estate of 


of the common shares have been ac- 
quired by certain Toronto investment 
houses and a public offering is being 
made and it is likely that it will now 
become a publicly held company. 


Perfume Golfers 
at St. Andrews 

The annual golf 
tournament of the Association of Cana- 
and _ Toilet 
Manufacturers was held at the St. An- 
drews Golf and Country Club, Toronto. 
Despite the wet weather, the perfumers 


dian Perfumers Goods 


turned out in large numbers and no 
fewer than fifty-five players trudged 
over the wet fairways. Fifty-six at- 
tended the evening dinner following 
the tournament. 
A number of from the 


United States were present as follows: 


visitors 


George Ringel, Fritzche Brothers, Inc.; 
J. H. Helfrich, Helfrich Laboratories, 
Chicago, Ill.; C. P. Cook and R. L. 
McKnight, Scovill Mfg. Co., Water- 
bury, Conn. Another visitor present 
Herb Todgham, Penslar Co.., 
Windsor, Ontario. 

“Chuck” Grainger, Toronto Phar- 
macal Company, was the winner of 


was 


the low gross with a score of eighty- 
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five. “Stan” Beardmore was winner of 
with a score of 


eighty-six. “Chuck” was presented with 


second low gross 
a beautiful trophy cup donated by the 
International Bottle Company, while 
Mr. Beardmore’s prize was a lovely 
china tea set. 
and eighty-nine respectively 
“Pat” 


Scores of eighty-eight 
were 
turned in by Patterson and 
Lloyd Ward. 

A pleasing event at the dinner was 
the presentation of a special prize to 
president Bob Carr. The appreciation 
of the association was extended to Dick 
Richardson, Stan Beardmore and Jim 
Mooney for their efforts in making the 


eolf tournament such a success. 


MeGillivray to 
Distribute ““Musterole” 
McGillivray Broth- 
ers, Ltd., has recently been appointed 
sole Canadian distributor of ‘Muste- 
role.” The new selling arrangement 
became effective September 1. It is 
stated that a considerably augmented 
program of national advertising will 
be launched for Musterole this year. 


Lancome Appoints 
Canadian Distributor 

L. P. Chartrand, 
who was formerly managing director 
of Herdt & Charton Inc., distributors 
of Coty products, has recently been 
appointed Canadian distributor for the 
line of perfumes, powders and beauty 
preparations by Lancome, parfumeur 
of Paris. Distribution is understood to 
have been secured in Montreal, To- 
ronto and Ottawa. Mr. Chartrand will 


soon make a trip across Canada intro- 
ducing the Lancome line. 


G. H. Wood & Co. In 
New Quarters 

\ new plant at 323 
Keele street, Toronto, has been opened 
by G. H. Wood & Co., Ltd., manufac- 
turers of sanitary products. Old prem- 
located East, 
which were partially damaged by fire 


ises on Dundas street, 
some months ago were insufficient to 
the production 


maintained by the company. 


now 
When 


the new plant is completed there will 


accommodate 


be a total floor space of 25,000 square 


feet. 


Hudnut Manager 
Addresses T.M.A. 

Richard Zucker, 
general manager, Hudnut-Warner Co., 
Toronto, was guest speaker at a re- 
cent meeting of the Travelling Men’s 
Auxiliary to the Ontario Retail Drug- 
gists’ Association held at the King Ed- 
ward Hotel here. The association’s new 
president, Gordon Schaefer, was in the 
chair and secretary Fred Enright of 
the Yardley & Co., Ltd., gave the min- 
utes of the previous meeting. Mr. 
Zucker’s talk was a technically humor- 
ous discussion of glandular differences 
of men and women and their effect on 
human behavior. 
present were D. Macdonald, Sheaffer 
Pen Co.; Messrs. Atkinson and Crouch- 
er of Lambert Pharmacal Co. 


Among the guests 


Hamilton Golfers’ 

Final Tournament 

of the 
Hamilton Druggists’ Golf Association 
held their final golf tournament at the 
Glendale Golf Club, recently. It was 
attended by a good number of drug- 
gists and visitors. Cups and trophies 
on the play for the whole season were 
won as follows:—first low net, cup by 
Scotty Rae, won by W. Langford; sec- 
ond low net, cup by G. R. Wood, won 
by J. H. Prudham; first low gross, cup 


by J. E. McCorkell, won by S. Eckles; 


Members 
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second low gross, cup by R. E. String, 
won by R. L. Henry. 

The Traveller’s low net was won by 
L. Mulligan and the cup presented by 
\. McFadgen, president of the Hamil- 
The. C. 
Agnew cup was won by W. Langford 
and P. Hoist who also won the prize 
for the most improved golfer. 


ton Druggists’ Association. 


Perfumers Hold 
First Fall Meeting 

The Association of 
Canadian Perfumers & Manufacturers 
of Toilet Articles held its first noonday 
luncheon of the season at the Royal 
York Hotel October 5. W. L. Linton, 
vice-president of the Toronto division, 
officiated as chairman, introducing the 
president of the association, Robert 
Carr, of Perth, Ontario. George Patton 
gave an interesting and entertaining 
talk illustrated with lantern slides on 
“Tropical Alaska.” 


Colgate Plant to 
Be Enlarged 


Announcement has 
been made by Colgate-Palmolive-Peet 
Co., Ltd., Toronto, that an addition will 
be made to their plant at 64 Natalie 


St. Construction of the new building 
will commence almost immediately 


and upon its completion it will be one 
of the most modern and up-to-date soap 
factories in the world. It is stated that 
the new addition cost calls for an ex- 
penditure of $200,000. The addition 
to the building will be reinforced con- 
crete above 
ground level, and will provide approx- 
imately 50 per cent additional floor 
space to the present plant facilities. 


construction, six stories 


Would Adhere to 
Established Precedents 


Fear that many bus- 
iness men, in their efforts to seek relief 
from present-day competitive condi- 
tions, are being led into the field of 
impracticability was recently expressed 
by W. J. Fraser, vice-president, Nor- 
throp & Lyman Co., Toronto. “Those 
in the trade who are making the best 
showing today,” Mr. Fraser said, “are 
those who are not allowing themselves 
to depart too far from the function for 
which they established their business. 
It is easy these days to chase rainbows 
and there is a tendency for some to try 
and increase volume in their stores by 
adding many lines of merchandise for- 
eign to the drug trade. This only in- 
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censes retailers whose living depends 
on the sale of these lines, and turns 
drug stores into general stores.” 

Mr. Fraser believed that a close ad- 
herence-to the practices which had been 
established by precedent in the drug 
trade would help to consolidate the 
positions of druggists today and render 
less necessary the use of cut prices to 
get more business. 


Canadian Patents and 
Trade Marks 


HE increasing international trade 

relations between the United States 
and Canada emphasize the importance 
of proper patent and trade mark pro- 
tection in both of these countries in 
order that the expansion of business 
may not be curtailed by legal diffi- 
culties, 

For the information of our readers, 
we are maintaining a department de- 
voted to patents and trade marks in 
Canada relating to the industries rep- 
resented by our publication. 

This report is compiled from the 
official records in the Canadian Patent 
Office. 

All inquiries relating to patents: 
trade marks, registrations, 
copyrights, etc., should be addressed to 

THE AMERICAN PERFUMER 
9 East 38th Street 
New York City 


designs, 


Patents 


361,026.—Drop bottle and_ receptacle. 
Carles Edgar Berlin, Paris, France. 


361,124.—Skin treating composition. The 
U. S. Industrial Alcohol Co., New York, 


assignee of William Cabler Moore, Stam- 
ford, Conn. 


361,134.—Alcohol and perfume ageing 
method. Oligodyn, A. G., Glarus, Switzer- 


land, assignee of Georg Alexander Krause, 
Munich, Germany. 


Trade Marks Under Unfair 
Competition Act of 1932 

N.S. 5551.—“G G.” Hair tonic. 
E. Gallagher, Toronto, Ont. 

N.S. 5584.—“KARSOL.” Antiseptic, dis- 
infectant and deodorant. Northrop & Ly- 
man Co. Ltd., Toronto, Ont. 

N.S. 5594, 5595, 5596.—Design of a carton 
having a plurality of panels; design of a 
wrapper having a background made up of 
adjoining hexaganol figures; design of a 
black band having a gold seal, respectively. 


Gertrude 


Toilet soap. Colgate-Palmolive-Peet Co. 
Ltd., Toronto, Ont. 
Trade Marks Registered 
57489.—“Maple Leaf.” Soap. Canada 


Packers Ltd., Toronto, Ont. 


Russian Soap Industry 


In a recently issued jubilee number 
of the Maslo. Schirow. Djelo, a con- 
siderable amount of information is 
given on the remarkable expansion of 
the soap industry in Russia in the last 
few Before the war the total 
output was no more than 180,000 tons; 
and for the first few years after the 
war the output fell even much lower 
than this. But in the first three years 
of the second Five Year Plan, namely, 
from 1933 to 1935, soap production 
has increased to over 400,000 tons, and 


years. 


during the next year or two, 1936-7, 
it is confidently expected that the total 
will reach at least 600,000 tons if not 
considerably more. The chief difficulty 
is sufficient supplies of raw material. 
Toilet soap alone, which now accounts 
for some 50,000 tons or more, will 
100,000 tons. The output of 
candles, too, has more than doubled, 
and now approximates some 5000 tons 
per annum. But it is in the direction 
of raw material supplies, of hardened 
fats, synthetic fatty acids, and naph- 
thenic acid derivatives, that the great- 
est progress has been made; as well 
as in the manufacture of the vastly in- 
creased supplies of the necessary ma- 
chinery and apparatus. There has also 
been a considerable improvement in 
the quality of the soaps, especially toi- 
let soaps, and the fatty acid content 
has been raised in practically all 
classes of soaps. There are now over 
a hundred different brands in very at- 
tractive packaging, perfuming, and 
general get-up. Oil refining has been 
improved and extended so that low 
grade oils, including marine animal 
oils, can be more extensively used; 
also fat-hardening or hydrogenation 
has been very thoroughly and scien- 
tifically studied, so that much more 
effective catalysts are now available. It 
is indeed claimed that a continuous 
process of hydrogenation has been 
evolved which is more efficient than 
the Bolton-Lush continuous process in 
England or similar methods in this 
country. An aluminum-nickel alloy of 
the stationary type, activated by a spe- 
cial galvanic or electrolytic method, 
is used. 


reach 


Hydrogen manufacture from water- 
gas has been improved; the manu- 
facture of synthetic fatty acids from 
paraffins further developed for produc- 
tion of 10,000-20,000 tons per annum; 
and naphthenic acid derivatives of the 
Acidol type have also been brought 
more thoroughly into requisition. 








83 








Conducted by Howard S$. Neiman 


Tuis department is conducted under 
the general supervision of Howard 5. 
Neiman, contributing editor on patents 
and trade marks. This report of patents, 
trade marks and designs is compiled 
from the official records of the Patent 
Office in Washington, D. C. We include 
the 
ordinate branches of the essential oil 


everything relating to four co- 


industry, viz.: Perfumes, Soaps, Fla- 
voring Extracts and Toilet Prepara- 
tions, 

Of the trade marks listed, those whose 


numbers are preceded by the letter 


Trade Mark Registration 
Applied for 
(Act of Feb. 20, 1905) 


These registrations are subject to opposi- 
tion within thirty days after their publica- 
tion in the Official Gazette of the United 
States Patent Office. It is therefore sug- 
gested that our Patent and Trade Mark De- 


consulted relative to the pos- 


partment be 
sibility of an opposition proceeding. 
368,261.—“RISQUE TOUT.” — Lentheric, 
Inc., New York. (July 2, 1935.) —Perfumes 
368,948.—-See Illustration. The Parobek 
Co., Inc., Harrisonburg, Va. (July 10, 1935.) 
Hair treating composition. 
370.519.—"“Corsay.” Los Angeles Soap 
Co., Los Angeles, Calif. (Sept. 27, 1935.) 
Cleansing cream, tissue cream, face lotion, 
hand lotion, etc. 
370,774.—"“PRINCE GEORGES.” 
Matchabelli Perfumery, New 
(Sept. 20, 1935.) —Toilet preparations. 


Prince 


Y ork. 


Inc.. 


374,402.—-See Illustration. Chemical Prod- 
ucts, Inc. of California, Culver City, Calif. 
(Aug. 23, 1935.)——Healing cream for the 
skin. 

374.461.—“Baby Skin.” Ernestine Fowler, 


doing business as Betty Wells Cosmetics Co.., 
San Calif. (Jan. 29, 1936.) 
Liquid preparation for the treatment of the 
skin. 
376,687. 
Corp.., 


Francisco, 


National Cellu- 
1936.) 


See Illustration. 
New York. (Jan. 1, 
Cleansing tissues. 

376,970.—See Illustration. Wallerstein Co., 
Inc., New York. (Nov., 1927.)-—Emulsifying 
agents useful for emulsifying oils, fats, waxes 
and other water immiscible materials. 

377,617.—“BoniFacial.” Beonifacial, Inc., 
Bogalusa, La. (Oct. 1, 1935.)—Face powder, 
face creams, rouge, lipstick, beauty lotions, 


lose 


etc. 

377,777.—*LES CENT FARDS.” E. Dal- 
troff & Cie., doing business as Parfumerie 
84 


“NM have been granted registration 
under the Act of March 19, 1920, The 
remainder are those applied for under 
Act of February 20, 1905, and which 
have been passed to publication. 

Inventions patented are designated 
by the letter “D.” 

All 


trade marks, designs, registrations. 


inquiries relating to patents, 
copyrights, etc., should be addressed to 
Parent AND TRADE MARK 
DEPARTMENT, 
THe AMERICAN PERFUMER., 
9 East 38th St.. New York City. 


Caron, Paris, France. (Dec. 24, 1935.) 
Soaps. 
377.816.--See Illustration. Wilmer I. Gor- 


don, Cleveland, Ohio. (Jan. 2, 1928.)—Oil 
bath preparation. 

378,712.—See Illustration. Rock - A - Bye 
Co., New York. (Aug. 30, 1933.)—Oils to be 
applied to the skin, particularly of infants, 


as a skin softener and preservative. 


378,733.—See Illustration. Blair Sales Co., 
Inc.. Washington, D. C. (Nov. 1932.) 
Cleansing cream for oily skin, cleansing 


cream for dry skin, orange flower skin tonic, 
tonic astringent, etc. 

379,248..-“F ALBALAS.” Lucien Lelong. 
Inc., Chicago, Ill. (Nov. 13, 1935.)—Soap. 

379,368.—-See Illustration. Waverly Labor- 
atories, Inc., New York. (Jan. 1, 1936.) 
Perfumery. 

379,783. — See Illustration. Charlemagne 
Powder Bar, Omaha, Nebr. (May 2, 1936.) 
—Deodorants, facial creams and lotions. 


379,906.—See Illustration. Carl Rosner, 
East Woodbury, N. J. (May 28, 1936.) 


Flavoring extracts. 
380,175.—"PRO-DU-SO.” Polly H. Jones, 
Chicago, Ill. (June 1, 1925.)—Hair grower 
preparation. 

380,378. Illustration. Ar - Ex 
metics, Inc., Chicago, Ill. (Sept. 30, 1935.) 
Cosmetics. 

380,545.—See Illustration. Frances Bryant, 
Brooklyn, N. Y. (June 1, 1934.)—Pressing 
oil to straighten the hair and give it a high 
gloss, and finger wave base hair grower. 


see Cos- 


380,606.— “TIFF.” Corinne Auclair White, 
Lynn, Mass. (June, 1935.)—Foot lotion and 
deodorant. 


380,696, 380,699, 380,700.—See _ Illustra- 
tions. Chryson’s Ltd., Los Angeles, Calif. 
(Aug., 1932, June 23, 1936 and Oct. 20, 1933 
respectively.)—Cream rouge and _ lipstick; 
skin lotions and skin creams; and _ toilet 
preparations, respectively. 


380,934.—-See Illustration. Vit, Inc., Min- 


neapol’s, Minn. (June 13, 1936.)-——Shampoo. 
380.971..—See Illustration. Royal Drug 
Co., Chicago, Hl. (May 1930.)—Vanishing 


cream, cleansing cream, tissue cream, cold 
cream, face powder, skin lotion, perfume, 
lipstick, rouge and eye brow pencil. 

380,974. Illustration. Mary 
Shepherd, business as General Cos- 
metic Co., (July 7, 1936.)- 


See Imogene 
doing 
Chicago, Ill. 
Cosmetics. 

381,236.—"“SUMMIT.” R. K. 
Laboratories, Inc., Cleveland, Ohio. (July 7, 
1936.)—Dental tooth powder, mouth wash, 
cold cream and skin lotion. 


Summit 


381,270.—See Illustration. Ben Hirschen- 
sohn, doing business as Galli Sales Co., 
Brooklyn, N. Y. (July 15, 1936.)—Toilet 


preparations. 

381,329.—“SORBOTEX.” Van Dyk & Co., 
Jersey City, N. J. (June 17, 1936.) Ab- 
sorptive base used as a raw material in the 
manufacture of cosmetics and drugs. 

381,420.—See: Illustration. Charles L. Page, 
doing business as Palmilla Co., St. Paul, 
Minn. (June 4, 1913.)—Skin lotions. 

381,484.—See Illustration. International 
Cellucotton Products Co., Chicago, Ill. (Mar. 
10, 1933.) Absorbent face cleansing sheets 
made of paper. 

381,506.—“MARPINE.” T. A. Wheeler, 
Hair Doctor, Ltd., London, England. (Aug. 
23, 1923.)-—Hair shampoos. 

381,517, 381,518.—See Illustrations. Or- 
ville A. Grove, doing business as The Aki- 
ment Co., Waco, Tex. (May 15, 1936.) 


Solutions for use as a mouthwash and gargle. 


381,664..-“Cosmetic Club.” The Cosmetic 
Club, Ltd., New York. (July 27, 1936.) 
Cleansing cream. 

381,871.—See Illustration. Rudolph Moos- 
brugger, Glenside, Pa, (Jan. 11, 1934.)— 
Tooth powder. 

381,873.—See Illustration. Louis Nekritz, 
doing business as The Perfect Polish Co., 


Brooklyn, N. Y. (Mar., 1915.)—Hand soap. 


381,902.—See Illustration. Bostonia Prod- 
ucts Co., Boston, Mass. (July 31, 1935.) 
Soap. 

381,944, 381,945.—“KIRPO” and “KIR- 
MA” respectively. Kirkman & Son, Inc., 
Brooklyn, N. Y. (Mar., 1932.)—Soap pow- 


der; soap and soap chips respectively. 
381,986.—"“MOVIE-WAVE.” W. K. Max 
Hassenstein, doing business as Movie Cos- 
metics Co., Hollywood, Calif. (July 2, 1936.) 
Preparation for permanent waving of hair 
for self application. 
382,034.—“PEDI-SLEEK.” Bonwit Teller, 
Inc., New York. (May 31, 1936.)—Prepara- 
tions for the removal of superfluous hair. 
382,035.—-See Illustration. Booker Broth- 
ers, McConnell and Co., Ltd., Demerara and 
Demerara, British Guiana. 
Perfumery, hair tonic, face 


Georgetown, 
(Dec., 1931.) 
cream, face powder. 
382,090.—See Illustration. 
olive-Peet Co., Jersey City, N. J. 
1936.)—Dental cream. 


Colgate-Palm- 
(June 26, 
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‘INCARTADE” and 
Houbigant, Inc., 
Perfume, toilet 
face pow- 


382,121, 382,122. 
“Verte Foret” respectively. 
New York. (Aug. 6, 1936.) 
water, skin lotion, eau vegetale, 
der, ete. 

382,203.—-See Illustration. 
man, New York. (July 30, 
preparation. 

382,317.—"DON LINROCO.” 
Olive Co., Lindsay, Calif. 
Skin and scalp lotion. 

382,393.—See Illustration. 
Inc., Chicago, Ill. (Aug. 5, 
nent Waving Solution. 

382,371.—“DEOPINE.” West Disinfecting 
Co., Long Island City, N. Y. (July 16, 1936.) 

Deodorant and antiseptic spray. 

382,594.-— See Illustration. Huntington 
Laboratories, Inc., Huntington, Ind. (June 
5, 1936.) —Shampoo. 


Frederick Chat- 
1936.) —Hair 


Lindsay Ripe 
(July 1, 1936.) 


The Perfo Co., 
1936.) —Perma- 


Trade Mark Registration Granted 


(Act of March 19, 1920) 


These registrations are not subject to 


opposition: 
M339,851.—See Illustration. International 
Cellucotton Products Co., Chicago, Ill. (Oct. 
8 1930. Serial No. 381,483.)—Absorbent 


face cleansing sheets made of paper. 
M339,859.—See Illustration. National Toilet 
Co., Paris, Tenn. (July 30, 1935. Serial No. 
368,531.)—Filled face powder compacts. 
M339,865.—See Illustration. Carson Pirie 
Scott & Co., doing business as Xlent Labora- 


tories, Chicago, Ill. (1918. Serial No. 372,- 
710.)—Quinine hair tonic, wave set, honey 
and almond lotion, eau de cologne, witch 
hazel, beauty balm, ete. 
Designs Patented 
D101,392.—Design for a_ glass bottle. 
Charles H. Oestreich, New York. 
D101,439.—Design for a bag for toilet 
articles. Charles Doppelt, Chicago, Ill. 
D101,472. Design for a vanity case. Louis 
Albert Samstag, New York. 
D101,474.—Design for a vanity box or 
similar article. Theodore Sundin, New York. 


assignor to Sagamor Steel Goods Corp., Long 
Island City, N. Y. 

D101,538, D101,539.—Designs for a bottle. 
William R. Kohl, Cumberland, Md., assignor 
to Carr-Lowrey Glass Co., Baltimore, Md. 

D101,560.—Design for a compact. Ora R. 
Sebastian, Shreveport, La. 

D101,563.—Design for a jar. Frasier Smith, 
Wheeling, W. Va., assignor to Hazel-Atlas 
Glass Co., Wheeling, W. Va. 

D101,575.—D esign for a combination 
screw cap and dropper for bottles. Joseph 
C. Windbiel, Evansville, Ind., assignor to 
Mead Johnson & Co., Evansville, Ind. 

D101,617.—Design for a combined bottle 
and stopper. Reco Capey, London, England, 


assignor to Yardley & Co., Ltd., London, 
England. 
D101,623.—Design for a closure cap or 


similar article. Joseph R. Fleisch, Clifton, 
N. J., assignor to Anchor Cap & Closure 
Corp., Long Island City, N. Y. 
D101,657.—Design for an atomizer 
Frederic A. Vuillemenot, Toledo, Ohio. 


case. 


Patents Granted 
2,055,581.—Soap compositions. Jack Leben, 


Bushey, England, assignor to Ormul Prod- 
ucts, Ltd., London, England. 
2,055,582.—Closure for containers. Helen 


P. Lewis and Walter S. Lewis, Idylwood, Va. 
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2,055,694.—Collapsible tube closure. Carl 
E. Lundgren, La Porte, Ind. 

2,055,704.— Filling and closing means for 
receptacles. George R. Pierce, Claremont, 
N. H. 

2,055,772.—Powder puff and method of 
making the same. David Meyer, New Ro- 
chelle, N. Y., assignor to The Hygienol Co., 
New Rochelle, N. Y. 

2,055,819.—Closure for paste tubes. Clif- 
ford H. Georger, Buffalo, N. Y. 


2,056,005.—Collapsible tube. Joseph R. 
Fleisch, Clifton, N. J., assignor to Anchor 


Cap & Closure Corp., Long Island City, N. Y. 
2,056,135.—Composition and method for 


treating hair. Edward A. Butler, Buffalo, N 
Y., assignor, by mesne assignments, to La 


Fain, Inc., Buffalo, N. Y. 
2,056,358.—Cold permanent waving. Julian 


Y. Malone, Milwaukee, Wis., assignor to The 
Perwav Co., Milwaukee, Wis. 
2,056,421.—Apparatus for examining the 
skin. Lillian M. San Francisco, 
Calif., assignor to Elmo Sales Corp., Phila- 


Cooper, 


delphia, Pa. 
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2,056,935.—Vanity case. Leo Esterow and 
Abraham Klein, New York. 
2,056,947.—Container. 
River Forrest, Il., 
Co., New York. 


James E. Baechle, 


assignor to American Can 


2,057,085.—Lipstick container. Gerard J. 
Danco, Morristown, N. J. 

2,057,117.—Process of making vanillin. 
Lloyd T. Sandborn, Jorgen Richter Salve- 
sen, and Guy Clemens Howard, Wausau, 
Wis., assignors to Marathon Paper Mills Co., 
Rothschild, Wis., and Guy C. Howard Co.. 
Rothschild, Wis. 

2,057,192.—Process of and apparatus for 
making bar soap. Willis A. Hutton, Seattle, 
Wash. 

2,057,260.—Lipstick holder. August 
Mitchell, New York, assignor to Scovill Mfg. 
Co., Waterbury, Conn. 

2,057,293.—P aper box. Alexander H. 


Dreux, Orchard Park, and Joseph N. Royal, 


Buffalo, N. Y., assignors to F. N. Burt Co., 
Ltd., Toronto, Ont. 
2,057,720.—Lipstick holder. Nathan Kas- 
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dan, New York, and Daniel Pollack, Brook- 
lyn, N. Y., assignors to Majestic Metal Spe- 
Inc., New York. 
2,057,972. — Convertible 
Edward Pieck, Covington, Ky. 
2,058,251.—Multicameral collapsible con- 
tainer. Ferdinand W. Nitardy, Brooklyn, N. 
Y.. and William Erhard, North Bergen, N. 


J., assignors to FE. R. Squibb & Sons, New 


cialties, 


container. Carl 


SUPPLIERS’ HELPS 


Copies of any of the material mentioned 
in this section may be had from The 
American Perfumer unless otherwise 
stated. Simply check the items wanted 
or send a postal card to Suppliers’ 
Helps, The American Perfumer, 9 East 
58th Street, New York City. 


| ScHIMMEL & Co., Inc., NEw York 

“Schimmel Briefs” No. 19. 
The current issue of this technical bul- 
letin discusses “Nourishing Tissue 
Creams” and glycols and their deriva 
tives. 

Giyco Propucts Co., New York. 
“Chemicals by Glyco.” 
A splendid booklet of 44 pages giving 
descriptive matter relating to the com- 
pany 's numerous specialties along with 
formulas for their use in a wide va- 
riety of products. 
Tu. Gotpscumipt Corp., New 
York. Pamphlet on emulsifiers, cream 
and ointment bases. 
This new circular describes “Tegin™ 
and “Protegin X” 
sifier 157° and other specialties, giving 


as well as “Emul- 


descriptive material and formulas. An 
interesting and unusual feature is the 
pricing of each formula as a costing 
guide to manufacturers. 


FLORASYNTH LABORATORIES, INC.. 
New York. Wholesale Price List for 
October-November. 
The list includes prices on essential 
oils, synthetics and specialties. En- 
closed are special folders on food colors 
and coffee concentrate. 

NATIONAL ADHESIVES CorP., NEW 

York. “Mikah-Meter.” 
“The right glue for the right purpose” 
is the keyword of the “Mikah-Meter 
for Bottle Labelers,” just issued by the 
National Adhesives Corp. Of the ro- 
tating disc type, this handy meter auto- 
matically recommends specific glues 
for various labeling and case-sealing 
purposes. 
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York. 

2,058,274.—Perfumed ornament. Jean E. 
Vivaudou and Henry G. Lubin, New York. 

2,058,290.—Dentifrice container and dis- 
penser. Arthur W. Beaumont, New York, and 
William A. Shenton, Montclair, N. J. 

2,058,297. for bottles and jars. 
Leslie R. N. Carvalho, Toledo, Ohio, assignor 
to Owens-Illinois Glass Co.. Toledo, Ohio. 


Closure 


FOR MANUFACTURERS 


[] Votupte, Inc., New York. “Vo- 
lupte News and Views” No. 1. 

The company has inaugurated publi- 
cation of a splendidly conceived and 
elaborately illustrated bulletin to be 
devoted to the company’s products and 
their relation to current fashions. Sev- 
eral new items are announced in the 
first issue. 


)] THe F. J. Stokes MAcHINE Co., 
PHILADELPHIA. “Process News.” 
The current issue is devoted principal- 
ly to photographs of installations of 
Stokes machinery in many industries. 


|} COMMERCIAL SOLVENTS Corp., 
Terre Haute. “Alcohol and the Or- 
chidaceous Flavor.” 
Number 141 of the familiar “Alcohol 
Talks” bears this intriguing title. It is 
a discussion of vanilla and the part 
which alcohol plays in the production 
of flavors. 

FrRitzsCHE BroTHerRs. INc.. NEW 
York. Wholesale Price List. 
The company’s latest list includes the 
complete line of essential oils, aro- 
matic chemicals and specialties for 
the perfume. cosmetic and other in- 
dustries. 


] GENERAL Pl astics, INc., NORTH 
Tonawanpa, N. Y. “Packaging News.” 
This issue contains pictures of the new 
“Cutex” manicure set in plastic box. 
the new double wall cream jar recently 
adopted by Harriet Hubbard Ayer, Inc., 
and some interesting comment on Euro 
pean packaging. 


| A. M. Topp Co., KALAMAzoo, MICH. 
Clove Growers Association Report. 
This circular gives a brief market re- 
port and prices on two grades of cloves 
and is signed by the Clove Growers 
Association of Zanzibar for which the 
Todd company is American representa 
tive. 


NEW COMPANIES 


Flavorex Inc., New York, extracts, 
syrups, flavors and similar articles, 
$5,000. Filed by Moses W. Rosenfeld, 
1206 Fidelity building, Baltimore, Md. 

Mondaine Products Corp., New 
York, vanity cases, 25,000 shares pre- 
ferred, 250 shares common. Filed by 
Leonard Bronner, 233 Broadway, New 
York. 

Nu-Life Cleansing Products, Inc., 
New York, cleansing products, $20,000. 
Filed by Albany Service Co., 315 
Broadway, New York. 

La Vogue Mfg. Co., 806 Industrial 
Bank building, Detroit, Mich., oils 
and other solutions for cosmetic use. 
Formed by Philip Stavar. 

The Cosmetic Club, Ltd., New York, 
cosmetics and toilet preparations, $25,- 
000. Filed by Mock & Blum, New 
York. 

Soap Products, Ltd.. New York. 
soaps, shampoos, $190,000. Filed by 
Eli T. Scott, 1 Wall street, New York 
City. 

Ivor of Hollywood, Inc., Wilming- 
ton, Del., cosmetics, face powders, 
etc., $100,000. Elsa 
Morse Dobbins, Pasadena, Calif., 
Kenneth H. Horsfall, Ivor B. Hors- 
tall, both of Los Angeles, Calif. Filed 
by Colonial Charter Co., Wilmington, 
Del. 

Marion Mitchell, Inc., New York, 
perfumes, cosmetics, $20,000. Filed 
by Chas. H. Dash, 401 Broadway, New 
York City. 

Eureka Industrial Corp., New York. 
cosmetics, $20,000. Filed by A. C. 
Stuart Williams, 2376 Seventh avenue. 
New York City. 

Scientific Cosmetic Co., Salt Lake 
City, Utah, cosmetics, $10,000. Ethel 
M. Ramey, 1370 Butler avenue, Salt 
Lake City, manager. 

Le Baron Baltique, Ltd., 
cosmetics, $200,000. Filed 
Service Co., 315 Broadway, 


Incorporators: 


New York, 
by Albany 
New York. 
Inc., New 
Filed by 
80 Broad 


Ege-N-Oil Laboratories, 
York, cosmetics, $3,000. 
Philomera R. Marscicano, 
street, New York City. 


BANKRUPTCY 


Reorganization Petitions 


Pichel Products Co., Inc., New 
York, flavors and extracts. Voluntary 
proceeding under Section 77b, list- 
ing liabilities of $15,638 and assets of 
$22,074. 
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TURNER WHITE METAL CO., Inc. . . . New Brunswick, N. J. 
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“NO | KAP” 


*NO-KAP closures 

Lift 

Sales Curves 
CHART 
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It makes your tube easy to use and adds to con- 
sumer convenience. An essential factor in this day 
of competitive selling. 

NO-KAP adds to the smart appearance of your 
tubes. 

NO-KAP gives your product a new selling point 
that will stimulate your own sales force, wholesalers 
and retailers. 


NO-KAP is not expensive. 


Any modern tube company can supply NO-KAP 
tubes for you. 


NO-KAP, the modern tube closure, is ideal for every 
type of tubed product. It has been tested under rigor- 
ous laboratory control for 100 products of every sort 
—pastes, creams of varying composition and consis- 
tency. Under all tests NO-KAP closures have proved 
fool-proof, seepage-proof, stick-proof. Even forty- 
eight hours under 160° oven heat couldn’t make 


NO-KAP leak—though the tube clips did. 
NO-KAP is simple. It opens and closes at the flick of 


a finger. It is eco- 

nomical and entails 

A fuck of te fer Va change in your 
4 tube manufactur- 


day ing relationship. 


v Decide to go into 
<7 WE aI the 1937 sales bat- 
tle with a new 

sales point for 

your product. Use 


*NO-KAP, in competition with over ia ke a 


60 types of containers, won the Wolf : : 

Award for Greatest Consumer Con- ©!V€ you full de- 
venience at the National Packaging tails and specifica- 
Exposition of 1936. tions on request. 


NO-KAP CLOSURES ws. INC. 


136 West Exchange Street 331 Madison Avenue 
Providence, R. |. New York City, N. Y. 








Your own brand 
of cosmetics... 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 

Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 


We list only the fast selling items. If what 
you need is not listed, let us know and 
we will advise you promptly regarding it! 


CREAMS Sundries (Cont'd) Liquids (Cont'd) 


Acne Cream Rouge After Shave 
All Purpose Eye Shadow Lotion 
Bleach Dusting Powder Deodorant 
Cleansing 
=” em FACE POWDER 
Foundation Perfumes More than 70 
Lemon Toilet Water shades of the 
Tissue Shampoo highest grade in 
Beauty Mask Hair Tonic Light, Med. and 
Clay Pack Lotions Heavy weight 
Deodorant Skin Tonics carried in stock. 
Astringent The quality of 
SUNDRIES Brilliantine our Face Pow- 
Rouge Compact Powder Base der has a world 
Lip Sticks Muscle Oil wide reputation. 


“Klinker 


MFG. 4bG. CO 





9200-9210 Buckeye Rd., Cleveland, Ohio 
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Sihmated’ MET SALES of ETHYL ALCOHOL tothe TRADE 
APL 7 - 


Te eee 
NOUSTRIAL ETHTL ALCOMOL 
SHOWN CUMULATIVELY,, PER CENT 


Apparent consumption of industrial ethyl alcohol from 
Jan. 1 to Aug. 31, 1936 was 38,034,123 wine gallons. This 
is 26.1 per cent greater than during the same period in 
1935 when 30,154,120 wine gallons were consumed. 


DRUG EXPORTS SHOW INCREASE 
IN FIRST 8 MONTHS OF 1936 


Exports of American pharmaceuti- 
cals, biologicals, and medicinal chemicals 
and proprietary medicines for the first 
8 months of 1936 were over 15 per cent 
greater than during the same period in 
1935 according to a report in “World 
Trade Notes.” 

The value of medicinals and pharma- 
ceutical preparations exported during 
the first 8 months of 1936 was $9,154,- 
000, a gain of $1,226,000 over 1935. 

Druggists nonproprietary solutions 
went from $763,000 in 1935 to $1,064,- 
000 in 1936. Proprietaries did not ex- 
perience the general increase due to a 
slight decline in exports of personal anti- 
septics and liniments. Total exports for 
the first 8 months were $620,000 in 1935 
and $636,000 in 1936. 


LIQUID SOAPS ARE CLARIFIED 
BY FLOCCULATION WITH GEL 


Clarification of liquid soaps by means 
of freshly precipitated aluminum hy- 
droxide is reported from abroad to effect 
considerable savings in time. The 
method is suggested as an alternative to 
the commoner operation of sedimenta- 
tion by storage over long periods. 


Preparation of Gel 


Freshly precipitated aluminum hy- 
droxide is prepared by treating a hot con- 
centrated solution of aluminum sulphate 
with 10 per cent ammonium hydroxide 
until a faint excess remains. Addition 
of ammonia should proceed slowly. 

The gelatinous precipitate is washed 
several times in hot water by decanta- 
tion and then transferred to a cloth 
where excess water is removed by pres- 
sure. One per cent of the aluminum hy- 
droxide is added to the soap solution 
with stirring. Two days suffice for clar- 
ification according to the report. 


Bizarre color combinations of light yellow 
cheeks, green eyelids, black eyebrows, dark 
yellow nose, and full red inside nostrils are 
the kaleidoscopic make-up employed by the 
British Broadcasting System in recent tele- 
vision experiments. 

Research to determine more effective tones 
and shades will continue, however. Cosmetics 
to aid correct definition of facial images will 
undoubtedly tax the full resources of the cos- 
metician in the near future. 











OR. H. L. FISHER, NOTED CHEMIST, 
JOINS U.S.1. RESEARCH STAFF 


Dr. Harry L. Fisher, n noted for his sci- 
entific contributions in the rubber and 
chemical fields, has joined the research 
staff of the U. S. Industrial Alcohol Co. 


| Dr. Fisher will make his headquarters 


in the company’s new research labora- 
tories in Stamford, Conn. 

For the past seventeen years Dr. 
Fisher specialized in research pertain- 
ing to rubber, resins, organic combus- 
tions and nitrogen heterocycles. He has 
served with the B. F. Goodrich Co., U.S. 
Rubber Co. and was a member of the 


| Columbia University faculty for seven 


years. He is also a former secretary of 


| the Organic Division of the American 


Chemical Society and the author of 
“Laboratory Manual of Organic Chemis- 


try” published by John Wiley & Sons. 


AFFIDAVIT LIFTS BEVERAGE LEVY 
ON N. J. ETHYL ALCOHOL SALES 


The Beverage Tax Bureau of the 
State of New Jersey has ruled that 
effective September Ist, 1936, in or- 
der to obtain relief from the imposi- 
tion of the Alcoholic Beverage Tax 
on pure ethyl alcohol shipments into 
the State of New Jersey, vendors of 
alcohol must obtain an affidavit from 
customers setting forth that no part 
of the alcohol so purchased will be 
sold or used for beverage purposes. 


Three Types of Affidavits 


There are three types of affidavits : 
one for drugstores, one for physi- 
cians, the third for companies and 
corporations. Doctors’, dentists’ and 
drugstore affidavits must be filed on 
each shipment, whereas one affidavit 
covering shipments during any cal- 
endar month is sufficient for firms, 
companies or corporations. This last 
form is known as M-17. 
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BETTER Foo FLAVORS 
FIND INCREASED USE 
AS COSTS LOWER 


Purest Grades of Alcohol Required 
for Food Flavors and Colors 


Today man does not pay high for the 
satisfaction of his tastes as in the times 
of Marco Polo. Manufacturers of flavors 
and flavoring extracts have brought to 
his palate a craft which has made abun- 
dant the rarities of ancient times. A 
pantry shelf holding thirty or forty dif- 
ferent flavoring extracts would still fall 
far short of compassing the number of 
commercially available materials. 

Sensations of flavor are, in fact, almost 
limitless. The flavoring industry has 
steadily forged ahead in augmenting the 
list with both natural and synthetic 
products. 

Alcohol and alcohol derived chemicals 
continue to be essential to this progress. 
A random selection of a score of flavor- 
ing products on the market would reveal 
alcohol contents ranging from 15 to 95 
per cent by volume. Likewise, among the 
synthetic flavors the ethyl as well as the 
higher alcohol radicals would be present 
in appreciable amounts. 


Control Alcohol Content 


The employment of solvent alcohol, 
whether by extraction of raw materials, 
solution of essential oils, or by addition 
to concentrated fruit juices calls for a 
comprehensive knowledge of blending 
processes. A nice balance between stable 
solution and enhancement of natural 
flavor must be maintained. Too low a 
percentage of alcohol will result in im- 
perfect solution of flavoring components. 
An excess of alcohol will have the effect 
of masking flavor. In addition only the 
purest grades of alcohol will release and 
diffuse the flavoring principle in its un- 
impaired form. Spice extracts contain- 


(Continued on next page) 





MODERN EQUIPMENT is an important factor in the development of the food- flavoring and 
extract industry. The Pfaudler glass-lined vacuum extract-concentrating assembly in the North- 
ville Laboratories, shown above, yields multiple-fold extracts of pure vanilla. 
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POWER ALCOHOL PLANT BEGINS 
PRODUCTION AT ATCHINSON, KANSAS 


Production of power alcohol from sur- 
plus farm products is now under way at 
Atchinson, Kansas. The installation, the 
first of its kind in America, is expected 
to yield 10,000 gallons a day. Distribu- 
tion at present is confined to seven mid- 
western states. 

Anhydrous grade alcohol has been 
manufactured from corn. However, 
other sources such as wheat, potatoes, 
artichokes and fresh fruits will be inves- 
tigated. The plant is expected to serve 
as a research and demonstration unit in 
the plan for industrializing farm prod- 
ucts grown in the United States. 

“Agrol” Gasolines 

After denaturation the alcohol is 
blended with an equal volume of a pe- 
troleum. This blend is known as “agrol 
fluid.” The filling station operator who 
buys “Agrol Fluid” will be permitted to 
make and sell three grades of Agrol gas- 
oline. These will be designated Agrol 5, 
Agrol 10, and Agrol 15. The numbers 
indicate the quantity of alcohol in each 
of the three standard blends when 60 
octane Mid-Continent gasoline is taken 
as the base fuel. 


CHEAPER FLAVORS — INCREASED USE 
(Continued from preceding page) 
ing as high as 90 per cent alcohol offer 
problems different from those presented 
by fruit flavors containing much lower 
amounts. 

Among synthetic flavors the search is 
long and never easy. Early products 
were crude and bore only a broad re- 
semblance to the natural flavors. Selec- 
tion of the correct esters was compli- 
cated by the fact that there were often 
several compounds which had some of 
the attributes of the flavor sought. For 
example, normal butyl formate, iso- 
buty] acetate, octyl acetate, and iso-amy] 
butyrate all are esters which suggest 
raspberry flavor, although no one item 
truly duplicates the natural taste and 
aroma. 

In the field of synthetic flavors, the 
monohydric alcohol esters appear to be 
among the most important constituents 
of fruit essences. Thus ethyl acetate, 
which is typical of this group, has an 
odor resembling that of cherries. The 
valerates and butyrates of ethyl, butyl 
and amy! alcohols are but a few of the 
many other combinations possible. Cer- 
tain complex aldehydes closely resemble 
peach and apricot odors. And so the 
search continues. 

Important advances in manufacturing 
processes have made possible the produc- 








ALCOHOL NEWS” 


PURE ALCOHOL 
IN FLAVORING USES 


U.S.1. & Webb’s Ethyl Alcohol 


Both U.S. I. and Webb’s pure ethyl] 
alcohol are offered for the manufac- 
ture of flavoring extracts. These 
brands are noted for their high pur- 
ity and uniformity. 

Since the manufacture of flavoring 
extracts calls for costly flavoring in- 
gredients, there can be no compro- 
mise with the quality of the alcohol 
used. Webb’s alcohol has been rec- 
ognized in this industry for nearly 
a hundred years while U. S. I. has 
been responsible for bringing to this 
manufacture the latest and most 
complete technical resources. 

S.D. Alcohol in Manufacture 
of Synthetic Flavor Bases 


A complete range of Specially De- 
natured alcohols for the manufacture 
of synthetic esters in which alcohol 
itself does not appear is available 
from U. S. I. Continuous improve- 
ments in the basic alcohols entering 
into their production has made pos- 
sible the fulfilling of the most exact 
demands of this trade. 


ENDORSE PLAN T0 ISSUE YEARLY 
SUPPLEMENTS TO U.S.P. XI STANDARDS 


Endorsement of Prof. E. Fullerton 
Cook’s plan for interim revision of U. S. 
P. XI standards and the issuance of 
yearly supplements was made by the 
Pharmaceutical Contact Committee in a 
meeting in Washington, October 5 and 6. 

The meeting at the Hotel Washington 
was attended by twenty-nine representa- 
tives of companies that are members of 
the American Drug Manufacturers’ As- 
sociation and the American Pharmaceu- 
tical Manufacturers’ Association. 





tion of alcohols of much greater purity 
than heretofore available. Organic acids 
with greater freedom from homologues 
have been another step forward. Esters 
derived from these alcohols and acids 
are of a more uniform composition and 
the resultant flavors more acceptable. 
Not only has the food industry been 
able to delight man’s palate but it has 
also gone far to attract his eye. Bright 
red cherries on the grocer’s shelves and 
yellow butter are illustrations of certi- 
fied food colors as a means of adding eye 
appeal to his wares. Specially denatured 
alcohols although not appearing in the 
finished colors, have made possible the 
growth of this branch of food processing. 
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| TECHNICAL DEVELOPMENTS | 


The items in this column are gathered 
from many varied sources. Further infor- 
mation may be obtained by writing to U.S. I. 

U S | 


Determination of turbidity and differences in 
color of both liquids and solids is simplified 
with a new portable photo-electric cell. The 
instrument is also applicable to measuring 
the speed of certain chemical reactions, ac- 
cording to the maker. Readings may be made 
in absolute or comparative units. 
U S | 


An absolute of Ambergrissoluble in full strength 
alcohol and essential oils and aromatic chemi- 
cals has recently been introduced. It is de- 
scribed as a pure extraction of the soluble 
part of the ambergris. The manufacturer 
points out that it can be used the moment a 
tincture is made, or incorporated directly in 
the compound oils instead of having to wait 
for from two to three years to have the full 
benefit of an alcoholic extraction of amber- 
gris. 

U S | 
Deodorized rubber corks for perfume bottles 
have been announced. Use of the corks makes 
possible a leak-proof closure which prevents 
the transmission of any rubber odors to 
either the toilet water or perfume, according 
to the manufacturer. An applicator is fitted 
into the cork. . 
A protective coating for painted, varnished or 
enameled interior surfaces has been intro- 
duced in the form of a water soluble powder. 
The water solution is said to be transparent 
and free from acids or alkalies. It can be ap- 
plied by inexperienced individuals. 

U Ss ! 


A new hand operated homogenizer for labora- 
tory use is on the market. It is claimed that 
this device is especially adapted for use in 
developing new products where it is neces- 
sary to break up oil and fat globules under 
pressure, giving complete emulsification and 
permanent suspension. 
U S ! 


Two new adhesives, with an ethy] alcohol base, 
have been introduced. One is designed for 
joining paper or fibre to metal. The other 
grade is listed as useful for impregnating 
coils and as an adhesive for small wire coils. 
The manufacturer states that both grades 
are applied by hand and then baked in order 
to produce a final “cure.” 
U Ss | 


Penetration of washing solutions for laundering 
textiles is said to be assisted by a new granu- 
lar detergent. The material is dissolved in hot 
water and then added to a soap stock solu- 
tion. Control of pH of suds within their most 
efficient range is claimed. 

U S | 


A peptizer which it is claimed will lower the 
viscosity of starch solutions, gum tragacanth 
and other aqueous jells has been introduced. 
The product is reported to be neutral as well 
as having a rate of hydrolysis about 1% that 
of sodium stearate. 


U.S. INDUSTRIAL ALCOHOL Eo. 


WORLD’S LARGEST PRODUCERS OF INDUSTRIAL ALCOHOL 


ETHYL ALCOHOL 


SPECIALLY DENATURED-A/l Formulas e¢ COMPLETELY DENATURED-A//l Formulas e 
SOLOX -The General Solvent « 


ABSOLUTE- Pure 
SUPER PYRO Anti-Freeze 


ANHYDROUS: Denatured e 
U.S.1. Pyro Brand DENATURED ALCOHOL @¢ 
PURE (190 PROOF) TAX PAID—TAX FREE 

U. S. L—U. 8S. P.-Ethyl « WEBB’S-Ethy/ 


Executrve Offices: 60 East 42nd Street, New York, N.Y. Branches in all Principal Cities. 

















TURTLE OIL 






Write for SO 


free copy ~— akUI} ANTS 


of the one 


BRITISH 
Trade 


Journal 





which deals exclusively with the 

evolution, packaging and market- HEADQUARTERS 
ing of Soap, Perfumery, Cosmet- 

ics and allied products. “SOAP, f, 

PERFUMERY & COSMETICS” - 

is the accredited organ of the in- 


. Ree ESSENTIAL OILS 
dustry throughout Great Britain 









and the British Empire. Its news AEGEORTS GOONS 
and technical articles are up-to-min- NATURAL FLOWER OILS 
ute and the journal is really in- SYNTHETIC FLOWER OILS 
dispensable to all engaged in the MODERN AND DISTINCTIVE 


industry in any part of the world. PERFUME BASICS 


One year — $3. Two years — $5 DISTINCTIVE and CHARACTERISTIC 
FLAVOR OILS 
+ PERFUMERS’ TINCTURES 
FIXATIVES (FOR PERFUMES) 
RESINOIDS 
TERPENELESS and 
EXTRA CONCENTRATED ESSENTIAL OILS 
FLORAL WATERS OLEO RESINS 
FRUIT ESTERS BALSAMS and GUMS 


Beautiful COLORS of proven merit 
NVESTIGATE our obligation—free service on 
problems pertaining to fixation, an outstand- 
ing odor, a delectable flavor or a sparkling color. 
Write for samples and be your own judge. Com- 
& C)SME | { S pare them point for point, price against price. 


Uniformity at all times guaranteed 








102-5 Shoe Lane, Fleet St. STuyvesant 9-2261 
eee COMPAGNIE DUVAL 
121-123 East 24th St. New York 
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Filling Musterole’ Tubes at a speed of 45 per Minute 









STOKES “90-D” 


Full Automatic Tube Filling, 
Closing and Sealing Machines 











Are used to fill many nationally-known prod- 
ucts, and for good reasons. For Musterole, in 
addition to clean, accurate filling at the rate of 
45 tubes per minute with one operator, there is 
the extra reason of the “fat filled” tube, made 
possible by a patented attachment and specially 
designed cups. Result: an “over-filled” tube 
enhancing sales-appeal and containing the same 
amount of material as a longer tube filled under 
standard conditions. Different degrees of over- 
filling are possible. 















Another recent advance—also indicative of our 
ability to supply equipment with extra value 
—is the Westite Hermetic Closure, which is the 
solution of closure “seepage” difficulties. 













Let us know the type of your product and the 
eRe production desired. Send also for Catalog 34-F. 






ieee J x - oo ee 
* Another leading product FISToOKES MACHINE COMPANY 


which is filled on Stokes 


Machines. Perfumers’ Equipment Since 1895 
5912 Tabor Road Olney P. O. Philadelphia, Pa. 
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‘T takes the best beeswax ob- 

tainable as a_ base for 
creams that create a demand 
for repeat business. And the 
best costs no more! W. H. B. 
Super - Bleached 100% Pure 
White Beeswax has no equal 
for purity, fine texture, white- 
ness — and uniform quality. 
It gives that creamy whiteness 
and velvety texture so neces- 
sary for consumer-appeal and 
consumer-satisfaction. . . The 
high quality is maintained be- 
cause it is correctly processed 
from correctly chosen crudes 
... Every pound you order is as 
high in quality as the original 
sample! 





























Prove the superiority of 
WHB BEESWAX at our ex- 
pense — ask for a complimen- 
tary sample box! 


.-H. BOWDLEAR Co. 


SYRACUSE . NEW YORK 
Branch Offices BROOKLYN: L. A. Barber, 74 S. Portland Ave. 
CHICAGO: Riviera Products Co., 215 W. Ohio St. DETROIT: J. L. Matthieu Sons, 1383 Cadillac Blvd. 
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Superior Preparations 
need a Superior Product 









SHAMPOO 
BASE SOAPS 
Coconut Oil—60% Anhydrous 
All Colors 
Olive Oil—60% Anhydrous 
Natural Only 
Coconut Oil—50% Anhydrous 
All Colors 















A product of unusual merit for perfum- 


CP ers eager to offer only the highest 
quality preparations. . . . Distilled from 














lavender especially selected by 
W. J. Bush & Co. from the finest pro- 
ducing regions. . .. Measured by quality 










LIQUID 
SHAMPOOS 


Coconut Oil — 30-35-40-45% 
All Colors—Perfumed 
Olive Oil—Natural Only 
80% Pure Olive Oil 
20% Coconut Oil 
Castile Soap—Natural Only 
Made from U. S. P. Castile Soap 






and results, the use of 


















Oil Lavender Altitude 






by the foremost manufacturers is 


further proof of the wisdom of paying 





BAR SOAPS 
Castile U.S. P. 
Coco-Castile 50-50% 





slightly more for the very finest oils. 













Pure Coconut Write for a working sample 


POWDERED and 
GRANULATED 
Castile U. S. P. 


Coco-Castile 50-50% 












“FE Olpefte Sffence Diftilf%rs” 


W. J. BUSH « CO. 


INCORPORATED 
NEW YORK, N. Y. 


LONDON MITCHAM 
MESSINA GRASSE 





Pure Coconut 









O05 - @) « 
KRAN CUMGERLANO 66-2800 


ANICH SOAP 


54-60 RICHARDS ST. BROOKLYN, N.Y. 
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M W PA R ~ O N - TELEPHONE BEEKMAN 3-3156-3162 
e e CABLE ADDRESS PARSONOILS NEW YORK 
IMPORTS 535 ANN STREET 


AND 
PLYMOUTH ORGANIC LABORATORIES - INC NEW YORK:‘N-Y-U:S:-A: 


PLYMOUTH CRYSTAL “E” WHITE OIL 


This oil is specially refined for the cosmetic industry. It is absolutely water-white, odor- 
less and tasteless, free of fluorescence and is of U. S. P. Acid Test. It is as pure as a 
Mineral Oil can be made. It has been the standard of some of the oldest cream manu- 
facturers in this country since they started business. It is a very light oil and will produce 


the soft, light, fluffy creams so much in demand today. 


We also offer other mineral oils of heavier body if desired. 


PLYMOUTH PETROLATUMS U.S.P. 


All our Petrolatums are refined from Pennsylvania Crude and are straight filtered Petrola- 
tums not acid treated. They are long fiber and all are U.S. P. grades. We have both 
soft low melting point consistencies and pharmaceutical grades and also the regular 
grades for the drug and cosmetic industry. All grades are offered from Snow White 


to Amber. 


A complete line of Cosmetic Raw Materials 


UUODDDUUUQQNQQQQ00000OOUUUULOOAQQOOGEEEOUUOUOOOOOOOOGOEUUO UATE 


Kou IMMEDIATE ATTENTION IS 
CALLED TO THIS NEW No. 17 Type A 
IMPROVED AUTOMATIC TUBE FILLING, 
CLOSING AND CRIMPING MACHINE 
for SEALING COLLAPSIBLE TUBES 


The famous COLTON CLOSURE machine has 


been greatly improved and simplified. It now 


offers vou these new advantages: 


1. Motor is underneath, out of the way. 
. Equipped with REEVES drive for speed control. 
3 


New design filling head makes machine operation more 


smooth than before. 
$. Start and stop push button switch. 


%. Two handy levers. One for starting machine proper. 
One for stopping starting filling mechanism. 


All of these improvements yet no increase in 
price Write today for a sample tube and full 


information on this machine 


ARTHUR COLTON CO. 2h isterontracEer 
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E S S E N T I A L O IL S QUALITY * QUALITY + oe 
we have been supplying the A B O N | T A 


careful buyer B E A U T y 
for three score years: C O S M E T | € y 


Ou Bay QUALITY + QUALITY QUALITY 


Kee > CO 


Hand-Made Velvet Finish 
POWDER COMPACTS 


Hand-Made Velvet Finish 
ROUGE COMPACTS 


*Truly Indelible 
LIP STICKS 


Truly Indelible 
CREME ROUGE 


Eye Shadows 
EYEBROW PENCILS 


COSMETIQUE—( Mascara) 


FACE POWDERS IN BULK 
Abonita or your Formula 


ROUGE POWDERS 
Creme Rouge—Eye Shadow—in Bulk 


Bois de Rose Brazilian 
Cassia Redistilled U.S. P. 
Cananga Rectified 
Geranium African 
Geranium Bourbon 
Lemon Italian 

Orange Italian 
Peppermint Natural 
Peppermint Redistilled 


*We have a Super-Quality Indelible 
e Lip Stick 
Vanilla Beans = 


We carry complete stocks of the various 
qualities, and will be happy to submit 
samples and quotations at your request. 


Every Product Highest Quality 
Purest Ingredients Fully Guaranteed 
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TAP-IT-PAC 4 
Tonka Beans Loose Powder Vanities OF 


Patent Pending / 
“The Loose Powder 


We cordially invite your inquiries. 


TAP-IT-PAC 
DISCS 


to Fit Your Own Cases—Your Brand. The Faultless Loose Powder Device 


| QUALITY ¢ QUALITY ¢ QUALITY 
ARTHUR A. STILWELL & Co. ABONITA 


- IMPORTERS - EXPORTERS - MANUFACTURERS - 
o 
601 W. 26th ST. 350 N. CLARK ST. COMPANY INC. 


Founded 1905 


NEW YORK CHICAGO | 31 Years of Quality Service to the 


‘AN UNIMPAIRED RECORD SINCE 1878” Manufacturing Trade 
24 to 30 So. Clinton St., Chicago, Ill. 
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eco are your creams stable .. ? 


Many creams break down at low temperatures but those 
containing Tegim remain stable. Tegim has great 
affinity for water and only two per cent is necessary to 
stabilize stearic acid creams. Use Tegiim to make stable, 


neutral, soapless creams and lotions. 


TH. GOLDSCHMIDT corp. 


153 WAVERLY PLACE ¢ NEW YORK 


2260 E. 15th St., Los Angeles © 245 Union Blvd. St. Louis © 325 W. Huron St., Chicago © 80 Boylston St., Boston 


ILAR freres 


GRASSE A.M. FRANCE 


Established 1820 


Floral Essences and Essential 
Oils produced by the most up- 
to-date methods, from selected 


raw materials. 


Your 
JASMIN ORANGE ; 
ROSE MIMOSA | | (Arne 
CASSIE VIOLET ee 


& : 
made Easier 


LAVENDER OILS NEROLI | | done trie 
BAUMODORS (Soluble Resins) more Economically 


Sole Agents THE Hy-Speed WAY 
Send for Explanatory 


BENJ. FRENCH, Inc. | | "88" 


160 Fifth Ave. 549 W. Randolph St. ALSOP 
New York City Chicago, Ill. Engineering Corp. 
Milldale, Conn. 
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P.K. SHIPKOFF & CO. 


Kazanlik Bulgaria 


Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches in principal cities) 


TTO" RO 


SHIPKOFF’S OTTO of ROSE® 


¢ Own Distillation . . . is always uniform 


djILVYOdYOONI 


ZE6l 


and of one quality only ... the BEST 


Distributing depots: @ NEW YORK e LONDON 
PARIS s GRASSE + HAMBURG 


BEESWAX 2) 03 
and filtered 


THE finest beeswax. 
bleached to snowy whiteness and 
100% pure. The ideal base for 
really fine creams. Samples and 


quotations on request. 


E-A-BROMUND © 


Bleachers and Refiners of Beeswax 


258 BROADWAY NEW YORK CITY 
Distributors 
FRANK B. TRACY, 201 N. Wells Bldg., Chicago, II. 
Cc, L. IORNS, 619 Clark Ave., St. Louis, Mo. 
R. PELTZ CO., 112 S. 16th St., Phila., Pa. 


Beeswax Bleacheries and Refineries in Morris County, N. J. 


ree ete aenee 


— 





Always light in color, sweet in odor, and smooth in texture. 
Repeat orders of our Lanolin bring you the same fine quality 


that you received upon your initial requirement. 


Specify NIMCO, and put uniform quality in your product. 
A U.S.P. PRODUCT 


Write for samples on your business letterhead. 


N. |. MALMSTROM & CO. 


147 LOMBARDY STREET, BROOKLYN, N. Y. 


MODEL:S: IMPROVED — EXCLUSIVE 


WORLD 


LABELER | PRIVATE LABEL 
COSMETICS 


Establish your own private 
label cosmetics by taking ad- 
vantage of Solo’s merchandis- 
ing idea service which is offered 
free of charge to SOLO clients. 


America’s finest lipsticks, 
powders, rouges and _ lotions 
in package or bulk are crea- 
The most flexible labeling machine. Easily tions of Solo Laboratories. 
equipped for labeling any size bottle or Inquiries solicited. 
jar. Many exclusive mechanical features, 


developed by manufacturing experience e 


of more than thirty-five years. : ; 
Solo Laboratories produce 


Economic Machinery Company | every type of quality cosmetic. 
WORCESTER, MASS. | 


Makers of complete line of automatic and SOLO LABORATORIES INC 
5 * 


semi-automatic labelers. : 
341 W. Austin Ave. Chicago, Illinois 


FINE PAPER BOXES 


FOR OVER HALF A CENTURY 
... TELL US WHAT YOU WANT 


EUGENE K. PLUMLY company 


N. W. Corner Juniper & Federal Sts., Philadelphia, Pa. 


The American Perfumer 





The Grapefruit Blossom of Florida 


Blends well with Gardenia or can be used alone for a new 
note of the present vogue. . . . For Perfume, $24.00 per pound, 


tor cosmetics, $8.00 per pound. Sample ounce, $1.50. 


WARREN E. BURNS, :x< 


325 WEST HURON STREET, CHICAGO, ILL. 
11 WEST 42ND STREET, NEW YORK CITY, N.Y. 


ESSENTIAL OILS, AROMATICS AND FLAVORING PRODUCTS, FRUIT JUICES AND CONCENTRATES : CITRUS BY-PRODUCTS 


LA PARFUMERIE MODERNE 


A Monthly Review Devoted To The 


Perfumery And Allied Industries 


FOUNDED 
- IN 1908 - 


La Parfumerie Moderne publishes the most com- 

plete Technical and Practical Articles on Essential 

Oils and Synthetics and their uses in Perfumery, 
Soaps, Drugs, etc. 


La Parfumerie Moderne publishes its principal 
articles in English and Spanish. 


SEND FOR SPECIMEN TO THE PUBLISHER 


LA PARFUMERIE MODERNE, 15 rue Constant, Lyon 3° (France) 
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NOW—Facts, formulas, and data 


Partial list of 
subjects covered 


Acne and Facial Blemishes 

Astringents 

Baldness 

Bleach 

Clays 

Cleansing Lotions 

Cold Cream 

Corns. Calluses. and Warts 

Depilatory 

Eve Preparations 

Face Powder and Rouge 

Hair Dyeing 

Head and Body Lice 

Lip Preparations 

Nail Preparations 

Oral Preparations 

Permanent-wave Preparations 

Deodorants 

Poison Ivy 

Reducing Agents: Action on 
Skin 

Ringworm 

Shaving 

Sunburn and Sun Tan 

Tissue Cream 

Vanishing Creams 

Vitamins and Hormones 

Cosmetic Colors 

Outline of Perfumery 

Weights and Measures 


100 


you can use 


in the preparation 
of cosmetics 


that fulfill sound 


dermatologic purposes 


ERE is Dr. Herman Goodman’s new book, bringing you his diction- 

ary of ingredients and shelf-tested formulary of cosmetic prepara- 
tions, made doubly useful by a thorough discussion of their place and 
scope in both hygienic and remedial cosmetics. Invaluable for cos- 
metic manufacturers, chemists, etc., who want a guide to the preparation 
of better cosmetics, in which the experiences of an outstanding specialist 
are brought to bear on important distinctions between non-medical and 


medical functions. Hes Published 
Cosmetic Dermatology 


By Herman Goopman, M. D. 
With a foreword by S$. L. MAYHAM 
Editor, The 

591 pages, 6 x 9, $6.50 


{merican Perfumer 


This book gives you: 

1.—Dictionary of Ingredients containing about 260 official drugs used 
in cosmetics and therapeutics (other than perfumery), each fully de- 
scribed as to name, synonyms, common trade names, source, purpose in 
dermato-cosmetics, physical characteristics, solubilities, incompatibilities, 
action, etc. Also about 190 unofficial drugs, chemicals, ete., discussed as 
fully as available information permits. 

2.—54 chapters and several appendices covering the field of Cos- 
metic Dermatology from acne to vitamins and hormones. Each 
chapter frankly discusses the problems and special features of the topic 
together with definite suggestions for improvement. 

3.—Formulary of more than 1200 cosmetic preparations, all of 
which have been prepared and shelf-tested under the author's super- 
vision, and are distinguished by rational physiology, consistent chem- 
istry. usefulness, and appearance. The formulas are distributed through 
the book, following chapters to which they apply. 


Every investigating cosmetician who is concerned with the effects of existing 
or proposed legislation relating to cosmetics should find this book invalu- 
able. It presents the first American point of view, delimiting non-medical 
from medical functions. It presents the rational of pharmaceutical applica- 
tions to the skin, scalp, hair, and nails, distinguishing between hygienic and 
reparative cosmetics, providing the cosmetic manufacturer and his staff 
with sensible, honest claims which can be substantiated. 


Examine this new book 10 days on approval 


SEND THIS COUPON 
Book Department, Robbins Perfumer Co., Inc., 9 E. 38th St., N. Y. C. 


In 10 days I will 


Send me Goodman's Cosmetic Dermatology for 10 days’ examination on approval 
orders 


send $6.50, plus a few cents for postage, or return book postpaid (We pay postage on 


mpanied by remittance.) 
Name 


Address 


Company 
(Books sent on approval in U. S. and Canada only.) 
See e222 SS SS SS SS SS SF SS SF SF SS SF SF SF SF SF SS SF SF SF SF SF SF SF SF SF SF SS eee eee eee ee 


City and State 
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Visit our plant and convince yourself that we produce sun-bleached beeswax exclusively. 
Our facilities include 142 bleaching racks, each 150 x 5 feet, enabling us to produce 
70,000 pounds of K.K. pure beeswax per month. 


@SUN-BLEACHED AND YELLOW BEESWAX 


KOSTER KEUNENe 


SAYVILLE (LONG ISLAND) NEW YORK 


IN THE MIDDLE WEST: WALTER H. JELLY & CO., Inc., 412-420 N. WESTERN AVENUE, CHICAGO, ILL. 


AMBERGRIS SYNTHETIC LUMPS 


A product that has met with universal approval by practically all perfumers who have experimented 
with it. {| Ambergris Synthetic Lumps have the unique property of preventing or overcoming 
the earthy odor often present in raw materials used in face powders and allied products. {| Write 
us for information how to prefix your face powder to overcome the above objectionable feature and 
to improve the perfume value of your products at a slight additional cost. 


@ PRODUCT OF P. R. DREYER, INC. © 


METHYL NAPHTHYL KETONE 


of absolute purity A basic aromatic chemical found to be most useful for imparting a 
desirable orange blossom odor. {| Write us for quotations and also for information on other 
Vanillin Fabrik products. 


@ PRODUCT OF VANILLIN FABRIK @ 


P. R. DREYER Inc. 


12 EAST 12™4 STREET - NEW YORK 


LOS ANGELES, CALIF. NEW ORLEANS, LA. ST. LOUIS, MO. HOUSTON, TEXAS 
SAN FRANCISCO, CALIF. CHICAGO, ILL CINCINNATI, © DES MOINES, IA 
KANSAS CITY, MO. DETROIT, MICH, BALTIMORE, MD PHILADELPHIA, PA 
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and novelty bottles for perfume and toilet preparations. 





terested 
in and we'll send 
Or tell 


samples 


us your require 


ments and we'll No. 107-——Bridge No. 223—In 1, 2 and No. 23—In 1, 
quote price Favor, With or 1 dram sizes, with iram sizes 

; ‘. without box and ivory Bakelite caps or ivory caps 
Write today cork Boxes if wanted if wanted 


q, LASS PRODUCTS CO.. 


a New York: L. A. Barber, 74 S. Portland Ave., Brooklyn, N. Y 


HESE are only a few popular items from our varied line of standard 


with black 


No. 353—For PER No. 105 DOLL Perfume, ete 

2 and 4 FUME. With ivory BOTTLE. With Ivory cap, with 
cap; glass applicator or without box glass applicator, 

Boxes brush or plain. Boxes and cork brush, or plain. 


Atlanta, Ga.: Warren M. Curry, 2895 Peachtree St 


















No. 338 - For 









Boxes if wanted 





if wanted 


GLASSWARE 


Chicago, Ill 





VINELAND, NEW JERSEY 


E. Marx & Co., 308 Washington St 








Tauel| 
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COLLAPSIBLE TUBES 
CORK TOPS 
SPRINKLER TOPS 
DOSE CAPS 
SHEET METAL GOODS 


ESTABLISHED 


CONSOLIDATED 
FRUIT JAR CO. 


NEW BRUNSWICK, N. J. 













1858 


’> BEEKMAN 








EQUIPMENT IN STOCK 


INTERSTATE COLOR CO.» 


STREET 





—Ready for Immediate Shipment 


I—Peerless Air Conditioner-Air Washer. 

i—I5A Stokes Powder Filler, motor driven. 

2—Stokes & Smith Powder Fillers, motor driven. 

9—6 and 8 spout Siphon type Fillers. 

I—U. S. comb. drum filter, filler, pump and motor. 
4—Alsop internal pressure Filters. 

2—Colton worm type Tube Filling Machines. 

5—Hand operated piston type Tube Filling Machines. 
5—Collapsible tube Closing Machines. 

5—Day Rapid Sifters No. | to 3 belt and motor drive. 
1—Schutz-O'Neill Gyrator Sifter 36x48”. 

I—Day Rotex Sifter 20x48”. 

I—Combs Gyratory Sifter with motor. 

1—Nordyke Marmon 20 x 84” Bolter. 

2—16” and 20” Schutz-O'Neill Pulverizers. 

1—Colton No. 2 Oscillating Sifter or Granulator. 
4—Hobart 3-speed Mixers. 80, 30 and 8 qt. 

3—80 qt. Read 3-speed Mixers, motor drive. 

3—Day 3-speed water jacketed Emulsifiers. 

1—Day D-10 Powder Mixer and Sifter. 

1—100 Ib. Day Mixer and Sifter. 

2—U. S. rotary Bottle Rinsers. 

I—40 gal. Day Pony Mixer. 

1—Elyria 300 gal. glass-lined jacketed agitated Kettle. 
1—Stokes Eureka Tablet Machine. 

6—Galvanized Percolators—10 to 75 gal. 
50—Copper steam jacketed Kettles, 20-250 gal. capac- 

ity, with and without agitators. 
15—Aluminum steam jacketed Kettles, 
capacity. 

A complete line of used, rebuilt and guaranteed 
Process Equipment. Send us your inquiry. 


Wanted: IDLE EQUIPMENT—Send us your list 


LOEB EQUIPMENT SUPPLY CO. 
616 W. Lake St. (Tel. Monroe 5602) Chicago, Ill. 

























30-100 gal. 













OUTSTANDING EXCELLENCE 


.. « That accounts for the popularity of 
Interstate Colors. 







No matter what your color requirements 






Our expert advice will 


sre, consul? us 






prove ot great value to you. 





CHLOROPHYLL e@ SAPONINE 








NEW YORK 











The 


Perlumer 





limerican 











Modernize 


your cosmetics and toilet prep- | 





arations and increase their 
effectiveness and sales appeal 











Les PARFUMS 
de FRANCE 










The only publication edited in ; 
the World Center of the Floral Intramine C. Improves ordinary 


soap shampoos: stabilizes them — in- 
production. Luxuriously edited creases their cleansing qualities— 

; : ; makes them more efficient when used 
and illustrated; published with with hard water. Stabilizes bath oils 


English translation. —increases odor value of perfumes 
used. 
















Intramine S. Stabilizes oil sham- 
Supplies all the news relating to: cariiesnednaainianepapiedaddiamneimaiiied 


of obnoxious odors—increases cleans- 
—cultivation of plants used in ing properties. 
perfumery; selections, new types, Intramine DX. For soapless, foam- 
hybrids; crop reports. . . ing dentifrices. Increases cleansing 
action—cuts down deposition of tartar 
—methods of obtaining natural on gums and teeth—makes flavor last 
perfumes, essential oils, their iso- longer. 
lates, etc.... Intramine P.C. Increases penetrat- 
ing and detergent properties of cos- 
—findings of our research staffs metic creams and beard-softening 
in Grasse and Paris; studies of properties of shaving creams. 
raw materials; new methods of 
analysis; new ways of detecting 
frauds... 


Offered without restrictions 
Send for Laboratory Data on 
applications of Intramine in 
which you are interested. 







—suggestions for compounding 
floral or bouquet odors; working 


of formulae, etc... . ) VAN DYK & co 
i nl : ° | 
im" 4 1904 : 


Subscription rate: 100 Francs sy Incorporated | 
WW ; 


me Pioneer American Manufacturers of 


Les Parfums de France “ AROMATICS 


: 


51, Avenue Victor-Emmanuel III 













PARIS (8°) 





Nowember, 19396 









J hs owing moducta haws wie 
font ung place Ieee prrfumen'a help Ib 

ons not ready acquainted with them ws would 
liketo tell You about them. May wx oind you 


sampler and inpoumation 2 oven amet 


FLORANOL - AMBRIOL FIXATEUR RESIN 
FACE POWDER BASE Z VERT ROSE 
ROSAMEN - FLOWER OIL WHITE LILAC - EMUSCAL 5407 
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GENERAL DRUG © “4 


170 Varick St., New York City 
1220 W. Madison St., Chicago, Ill. 
907 Elliott St., Windsor, Ont. 








AROMATICS DIVISION 






PERFUMES, COSMETICS & SOAPS 


by WILLIAM H. PoucuHer, PH.C. 


NEW EDITION OF THIS STANDARD WORK NOW READY 
IN THREE VOLUMES 













A dictionary of perfumes and cosmetic raw materials. Hun- 





VOL. I 


4th Edition 







dreds of new raw materials have been added in this new 


edition. 






The new fifth edition of Vol. II is devoted exclusively to 





VOL. If 


Sth Edition 











Perfumes and Perfumery. Cosmetics and Soaps are now 


treated separately ina new Volume III. 







Treats of the actual manufacture of Cosmetics and Soaps 





VOL. Ill 


lst Edition 









and contains explicit directions and numerous working 


formulae for each type of preparation. 








ORDER YOUR COPIES TODAY ! 
BOOK DEPT., ROBBINS PERFUMER CO,, Inc. 
g EAST 38th STREET . NEW YORK 
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OUGE 


@ An old established product 


worthy of your trial. 














A desirable adjunct to your 
present compositions 


whether Floral or Bouquet. 
Also excellent for use alone, 


in creams especially. 


TRIAL OUNCE 50¢ 


BELMA Y iwc. 


BLENDERS OF ODORS TO THE 
TRADE FOR MANY YEARS 


COZY AND PEACEFUL 


But the Last Place in the World 
You Want YOUR Product to Be 


There’s a spot like this in every store. Usually it’s 





243 W. 17th St. New York City 
































down at the bottom of the show-case or off in a corner. 


An Excellent Book 


on Flavors 


A quiet, cozy, peaceful little nook that few people 






see — where few people go — where the products 


that “move too slowly” are kept. 
Let Ritchie help you to keep YOUR product out 


where people can see it — reach for it — out where 




















«PB SLAVOURING Materials, 
Natural and Synthetic.” by 


the sales are made. A Ritchie designed package gives 
A. Clarke, F.C.S.. contains 
A. Clarke, F.C.S., contains much your product real display value. It helps to secure 
practical data which the author dealer cooperation — prompts consumer demand! 





has gathered from years of expe- 
a s I 

rience in a chemical and techni- 
cal capacity with the foodstuff 















and beverage trades. WRITE FOR THIS BOOKLE1 


It will giv ou a New appreciation 







Mpes s. | : | a ot modern packaging, and new 
rhis is the most comprehensive 
ideas about point-of-sale merchan 


book on the subject yet published. 


dising. It discusses clearly the im 





portant factors of modern package 


Twelve chapters, eleven illustra- 






e ° design: and tells you how you can 
tions, 166 pages, bound in cloth. | : 


take advantage of Ritchie's unusual 





designing facilities. 


W. C. RITCHIE ano COMPANY 
8845 BALTIMORE AVENUE, CHICAGO 


New York Philadelphia Detroit Minneapolis 
Cincinnati Los Angeles St. Louis Ft. Wayne 





Price $3.00 











ROBBINS PERFUMER COMPANY, INC, 
9 East 38th St. New York 
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Filter Papers are the Best! 


Heavy Linen Fibre Filter Paper for Rapid Filtration 
Very Strong 








of Large Quantities 
PACKED AS FOLLOWS: 









13 inch, 55 lb. Bales 20 inch, 110 lb. Bales 
15 inch, 55 lb. Bales 24 inch, 55 lb. Bales 
18 inch, 55 lb. Bales 26 inch, 55 lb. Bales 







32 inch, 55 lb. Bales 






Also folded—packed in cartons 
Free illustrated leaflet on request 


AUGUST GIESE & SON, 121 E. 24th St., N.Y.C. 










Folded Paper 











[Bale of Filter Paper 





HANDY ERTEL BENCH 
MODEL FILTER 











Pure 
Dependable 
Uniform 


QUALITY 
STEARATE OF MAGNESIUM 


Light, Great Adhesiveness. Pure White. Im- 
measurable Fineness. Heavy if desired. Dusts 
out under the puff like the finest pollen. Made 
to satisfy most exacting requirements. 


STEARATE OF ZINC 
Odorless, Impalpable. Pure White. Water Re- 


. ‘ - : ila sisting. Great Adhesiveness. Light or Heavy as 

NTO this ERench Model Filter goes the same skill of design desired. Highest s . Pustew « flat 

. the same scientific precision . . . that goes into the for ity ghest standard of Purity and Uni- 
construction of the largest Ertel Asbestos Disk Filter. rmity. 

Ideal for perfumes, essential oils, lotions and chemicals. We manufacture the foregoing on a large scale. Prompt 


Comes complete with pump and motor . . . ready to plug deliveries in any Seer f . . . 
into any electric outlet. Pumps 2 gallons per minute. Uses Mi any quantity from one barrel to a carload. 
2 Ertel Asbestos Filter Sheets. Add 2 rings when you want STOCKS CARRIED: Chicago, St. Louis, San Francisco, 


to convert it to a 4 disk filter for greater capacity. Send a Los Angeles Kansas City, Mo.. Des Moines ann Midleton 


sample to be filtered and you'll be sold. 
Telephone SUnset 6-1337-1338 
ERTEL ENGINEERING CORP. | 
Dept. F, 120 E. 16th St. ©@ New York, N. Y. Chomical STs Td bs or 


53 -33rd Street, Brooklyn, N. Y. 






MAGNESIUM 





























Want a JOB? 


A few lines in our classified columns have helped 
to land many a job. And if you're on the Airing 
end, you should consider the same medium 
















CLASSIFIED ADVERTISING DEPT. The AMERICAN PERFUMER 
9 E. 38 ° NEW YORK . A ROBBINS PUBLICATION 
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r. ns 
modernized packages will not sell 
( antique ) 

FACE 
The Modern and up-to-date | POWDER ) 


Face Powder employs “Ae Fe) 


“COTTRELL PROCESS’ TALC 


Sole Distributors: 


Whittaker, Clark & Daniels, Inc. 








260 West Broadway 
New York City — 


Consulting Chemist Manufacturing Chemist 


JOSEPH L. STUMMER, ssc. php. 


CONSULTATION AND INDIVIDUAL INSTRUCTION IN THE 
MANUFACTURE OF MODERN COSMETIC PREPARATIONS 


NEW FORMULAS DEVELOPED 


Examination and supervision of raw and finished products 
Analysis of cosmetic and toilet preparations 
Chemical and microscopical examinations 
Supervision of processes of manufacture 
Research problems and investigations 


Microphotographie work 


23 East 20th Street 
Phone: ALgonquin 4-9895 New York City, N. Y., U.S. A. 
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T.L. BRAND + PURE WHITE 
Extra Quality ... U.S. P. and 100% Pure 






OVER 84 YEARS OF CONTINUOUS BUSINESS 
N THE UNITED STATES—ESTABLISHED 1852 















THEODOR LEONHARD WAX CO., Inc. 
HALEDON, PATERSON, N. J. 


Telephone: SHerwood 2-1444 
















Long Distance 






tor: A.C. DRURY & C Inc., 219 E. North Water St., Chicago, Ill. 





CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 












PARTIAL LIST 


2—Colton No. 3 Comb, Tube Filling, Closing and Clipping 
Machines, motor driven. 
1—Stokes gear type, motor driven Tube Filler. 
1—Urie Universal piston type Tube or Jar Filler SITUATIONS WANTED 
1—Colton No. 2 Comb. Tube Closer & Clipper. 
2—Colton No. 2-B single punch Tablet Machines. 














1—Stokes ‘Eureka’ hand Tablet Machines, up to 1%”. CHEMIST—12 years’ manufacturing experience, Toilet Prepara- 
2—Stokes Rotary “‘D’’ 16 punch Tablet Machines. ame Death ,. Yastes. Shaving Creams. Production and 
Dry Powder Mixers, several with sifters, lab. size to 4000 Ib tions, Perfumes, Tooth raeies, a \, ae W N 39% TI 

capacity. Laboratory Work, wishes connection. Address S.W. No. 2229, The 
5—Pony Mixers, Day and Ross make, 8 and 15 gals. American Perfumer. 






S5—Ermold and World semi-automatic Labelers. 
3—McDonald ‘“‘Weeks’’ type Automatic Labzelers. 












I—U. S. Bottl -spout, i Vac Botti . 7 ARITED 
a, ottlers 22-spout, monel fitted Rotary Vacuum Bottie HELP WANTED 
1—Pneumatic Scale Samco Jr. 6-spout Bottle Filler. 
1—Portable Bottle Filler, 3-spout handle, pump and motor . ‘hE aden : ili niles ake 
1—Lilliput Label Gummer, motor driven. 5 ALES MANAGER—A thoroughly experienced ‘ xecutive to take 
1—U. S. Bottlers No. 3-Disc Filter, five plates, 12” dia. entire charge of a new department of a large Middle West Manu- 
1—National auger Powder Filler and Weigher. facturer of Food Products, Soaps, Toilet Preparations, Drugs, ete., 
Pa eenan Caeee Powder, Teter one ease to the chain store fields. A man with thorough experience, proper 





1—Ferguson ‘‘Packomatic’’ Powder Filler, Weigher and Carton 





contacts and highest records. A man of promotional type who can 






Sealer. 
2—100 gal. Pfaudler Jacketed closed Glass Lined Kettles, ONE place our products in this market and can take entire charge of 
NEVER USED. this business—others need not answer. Write giving us a complete 






2—200 gal. Pfaudler Jacketed closed Glass Lined Kettles, ONE 


NEVER USED. history of your former or present connections. Answers will be 


held strictly confidential. Address H.W. No, 2228, The American 
MISCELLANEOUS—Kettles, Drug Mills, Ointment Mills, Perfumer. 
Pulverizers, Grinders, Sifters, Screens, Colloid Mills, Filters, ceca 
Filter Presses, Coating Pans, Tanks, Stills, Agitators, Pumps, : ea 7 a . 

P SALESMAN for a prominent line of Shampoo, Base and Shaving 


Boilers, etc Send for complete bulletin ’ ‘ 
Cream in bulk. Address H. W. No. 2166, The American Perfumer. 

















WHAT HAVE YOU FOR SALE? SEND US A LIST 


Consolidated Products Company, '. 


14-15 Park R <¥ New York, N. Y. . 
ee ee Active Partner Wanted 


Warehouse and Shops 













Cosmetic Manufacturer, established 


LABELS ° METAL over 25 years, is looking for partner 
EMBOSSED - ENGRAVED with technical executive ability, able 
to make investment of $15,000 to 

SELL IT WITH LABELS! $25,000 to relieve owner of growing 

responsibilities. Address B. O. No. 
2230, The American Perfumer, 9 East 


38th St., New York City. 





HORN LABELS freshen up your package for 
greater sales. Faithful service for over 40 years. | 


JOHN HORN, 637 fink Ave., New York City 


(Sample booklet of labels sent to Responsible Manufacturers) 


NAME want to register a T we A D E ord A x K ? 


ADDRESS 
CITY 



















write The AMERICAN PERFUMER, 9 E. 38th ST., N. Y. 





108 The American Perfumer 












Buyers of 1h 
OIL OF BERGAMOT a bt 


are urged to 
protect themselves 






















* 
safe to use-— 










Always ask for the original 
packages. By Law all the ber- 









ALBA is one of the most important de- 

velopments of modern times. It com- 
bines readily with petrolatum, dilute acids 
and alkalies without change. Manufac- 
turers can now produce superior creams 
and ointments with far less trouble and 
worry of returns, through the use of this 
valuable scientific ingredient. 


gamot production in Italy has 










to be deposited in its ware- 


house. All coppers and cases 







are clearly marked for easy 


identification. 










Sample and booklet on request 


Pfaltz & Bauer. Inc. 


EMPIRE STATE BUILDING, NEW YORK 





For particulars write 


CONSORZIO PROVINCIALE AGRUMICULTURA 


SEZIONE BERGAMOTTO 
REGGIO CALABRIA, ITALY 


. . « there is NO 
















aT 
y 





LET US SOLVE | 
YOUR PROBLEM: 


ANILINE COLORS 


For Perfumes, Soaps, Shampoos, 
Bath Salts, Toilet Preparation Com- 
pounds. Nail Polish, Waveset and 
Permanent Wave Lotions. 


COSMETIC COLORS 
Users of talc throughout the world know that the 


natural rockstone found in Italy produces a super- For Rouges, Face Powder, Lipsticks. 


fine product. Besides having an unusual silky tex- CARMINE No. 40 
ture, it has all the features that are most desired. SAPONINE 


—the Perfect Foam Producer 


















CJ7HE recognized standard of quality 
in the cosmetic industry is, and al- 


‘ ; as ae 
ways has been, ITALIAN TALC. ™ 


There is 70 substitute for ITALIAN TALC. 


CHARLES MATHIEU 


tunecerneveven 

Exclusive representatives of the Italian Producers LEEBEN CHEMICAL COo., Inc. 
120 LIBERTY ST., NEW YORK, N. Y. Successors to H. LIEBER & CO.., Inc. 

389 Washington St., New York, Tel.: WAlker 5-0210, 021 | 


We also carry a full line of 


CERTIFIED FOOD COLORS 
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COSMETIC COLORS 


of UNQUESTIONED 
SUITABILITY 
for 
LIPSTICKS 
ROUGES 
FACE POWDERS 
LIP POMADES 
EYE SHADOWS 
COMPACTS 


Our Cosmetic Research Laboratory Is Well Equipped 
To Cope With Your Color Problems. 


a Ue ke Dieole 


Re Re: a le Om) N 
9 | Py ctu s of ¢ Fine oyu i ee Colacs 
reral Off eo 


fhces, Wor rake s 
omen Ne Sui _ me AG Ros Pee 
sriieae| sco 


In Brazil= 


—is the only publication 
devoted exclusively to the 
Toilet Goods, Perfume 
and Cosmetic Industry in 
Brazil. 
Official Organ for the 
Association of Brazilian 
Perfumers. 
Circulates in all South 
American Republics. 
Send for schedule of ad- 
vertising rates and sample 
copy. 

x 


Caixa Postal 2894 


Rio De Janeiro, Brazil 


PAPER BOXES 
J. Frank 


2516 ATLANTIC AVE. 
BROOKLYN, N. Y 


OICKENS 6-8540 


BUY IN CANADA, FOR YOUR 
CANADIAN TRADE . 

Plain or Lithographed Tubes, of finest 

quality. Prompt delivery assured. 

ALUMINUM SCREW CAPS 

@ SHAVING STICK BOXES, ETC. 


WE ALSO MOULD BAKELITE AND 
DUREZ CAPS FOR JARS AND TUBES 


COLLAPSIBLE TUBES 
& CONTAINERS, Ltd. 


TORONTO.... CANADA 


NOILONILSICA /? 


The American Perfumer 

















PORTRAIT 
OF A MAN 
SLEEPING | 
SOUNDLY 



























































P.S, 
he does business the C A R L 0 V A way: 


He sends us his containers and labels and lets us fill and ship 
them on a cost-plus basis. 

RESULT: He gets fine tested products at surprisingly low 
delivered cost. And he eliminates his production problems! 

The facilities of our plants at Memphis, Tenn., St. Louis, Mo., 
and Binghamton, N. Y., assure low freight costs. Our large-scale pur- 
chases and production methods enable us to provide you with cos- 
metic and toilet goods products of uniform quality at unusually 
attractive prices, produced under the direct supervision of Mr. A. 
Alexander. 


PERFUMES : TOILET WATERS : ALL TYPES OF CREAMS 


BRILLIANTINE : NAIL POLISH : ALL TYPES OF LOTIONS 
HAIR TONIC : TALCUM : ALL TYPES OF POWDERS 


CARLOVA we. “vew vor 





SAVE TIME! 


The convenience of this new- 





est Loop hostelry to every- 
thing in down-town Chicago 
saves you minutes and 
effort. An ultra-modern hotel 
equipped with services offer- 
ing you the ultimate in excel- 


lent living. 


Write for booklet. 
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PROFITABLE REBUILT 


EQUIPMEN 


Take advantage of the unusual “hard-to-find” 


equipment listed below! 


i—Stokes No. 2C piston type Tube Filler, motor driven. 
1—Stokes No. 2B pressure type Tube Filler, motor driven. 
1 


U. S. Bottlers Combination No. 4 Unit, consisting 


with pump and motor and 6 spout Syphon Bottle Filler. 


1—Karl Kieier Diacell Filter, complete with Packer. 
3—Paul O. Abbe No. 3 Eureka Jar Mills. 

1—Day 30 x 20” Steel Ball Mill—for rouge. 

1—Day 12” Ointment Miil, motor driven. 

1 


Pfaudler 75 gallon, Glass Lined, steam jacketed Kettle, with 


motor driven Agitator. 


3—Ptaudler 150 gallon tilting type Glass Lined rouge and powder 


Mixers, with double motion agitators. 


> 
1—World Improved, Model S, Labeling Machine. 
+ 


Day 50, 200, and 2000 Ibs. Dry Powder Mixers and Sifters, 


motor driven. 


3—Day and Robinson 100 and 600 Ib. Dry Powder Mixers and 


Sifters. 

1—Day 400 Ib. Dry Powder Mixer and Sifter, steam 
motor driven. 

4—Day 800 Ib. Dry Powder Mixer, steam jacketed 

1—Day 40 gallon Pony Mixer, motor driven, with enameled cans. 

1—Day 4 speed Gem Cream Mixer, motor driven. 

1—Karl Kiefer 100 gallon re-circulating Percolator with pump 
and motor. 

1—Rotex Sifter, 20 x 48”, motor driven. 

3—Colton No. 2B Tablet Machines, up to 4,” dia. 

1—Stokes H Tablet Machine, up to 2” dia. 

1—Theo. Walter 3’ dia. Copper Vacuum Pan with catch-all and 
condenser. 

2—Stokes, Kiefer & Goldman 72 and 80 spout Bottle 


motor driven. 


Also a complete stock of Kettles, Mixers, Filters, Pumps, 


etc., etc. 


“We buy from single items to complete plants.” 


STEIN-BRILL CORP. 


Agent for George G. Rodgers Co. 


187 Varick Street New York, N. Y. 


Cable Address :—Bristen Tel. WAlker 





IMPORTANT! All SHERWOOD products are 
made UP to the highest standards ALWAYS, 
for manufacturers who feel that only the BEST 
is good enough for their own products. Your 
inquiry is invited. 


@® KREMOL 


The ideal white oil for cosmetics. 


® SHEROLATUM 


The improved petrolatum, all 
grades. 


@® BRILLIANTINES 


Wide range of colors and _ per- 





fumes. 

® MEDICOL 
Liquid Petrolatum, U.S.P. — all 
grades. 


CLEANSING CREAM BASES 
CERESINES @ BATH OILS 
OIL SHAMPOOS 


SHERWOOD 


PETROLEUM COMPANY, INC. 
Main Office: BUSH TERMINAL, BROOKLYN, N.Y. 


( Refinery—Warren, Pa. ) Stocks carried in principal cities 





Pfaudler and Glascote 20 to 75 gallon Glass Lined Tanks. 





T 


of Filter 


jacketed, 


Washers, 


5-6892-3-4 


See Se hee 


WER MeL Pe OD ee Cee 40 


JILNVYVNS 


















: CHARLES Fig 


“CEFCO” TONERS 


For the discriminating perfumer 


ALDETONE 


For modernistic application 


AMBERTONE Others are being tested 


More in the process of creation 
A rich warm amber opoponax sweetener 


Get acquainted 
DIANTHATONE with these products 


For carnation and spicey effect 


FIXATONE You need them! 


A real fixative for extracts and powders 


FLORALTONE 


For toning and fixing florals 


JASMATONE 


A complete jasmin or to cut natural jasmin 


ALL $15.00 per lb. 
$1.10 Trial Ounces 


Samples on request ORIENTONE 


A base for many types of orientals 


ORRISTONE 


To cut natural orris 


#BECK Co:IN< & 
.NEW YORK , 5 § 


119 WEST 19th STREET 
“Backed by a Quarter “ a 
8 Century of Experience” me 





owamtole MH AOD LK WE oa HE SEI WP Oe) MR DAG aR 


AMYL VALERATE « ETHYL VALERATE * ISO-VALERIC ACID 










Ebsos products are useful in Black Wal- 


nut, Grape and many other synthetics e 


THE NORTHWESTERN 
CHEMICAL COMPANY 


INCORPORATED 1882 
The Largest Makers of Butyric SUI ul eda) 


WAUWATOSA WISCONSIN 


The American Perfumer 
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Bridgeport Metal Goods Mfg. Co., The 18 
Bromund Co., E. A. 97 
Burns, Warren E., Ine. 99 
Bush & Co., Ine., W. J. 1 and 93 


talifornia Fruit Growers Exchange 
‘amilli, Albert & Laloue 

‘tarlova, Ine. 

‘tarr-Lowrey Glass Co. 

‘lassified Advertisements 


‘lifton Chemical Co., Ine. 
‘olgate-Palmolive-Peet Co. (See A. C. 
Insert 
Collapsible Tubes & Containers, Ltd. 
( Arthur 

Commercial Solvents Corp. 
Consolidated Fruit Jar Co. 
( 
( 
( 


Drury & Co.) 


‘olton Co., 
108 


Agrumicultura 109 
Insert 39 


‘onsolidated Products Co., Ine. 
‘onsorzio Provinciale 
‘ontinental Can Co. 


De Laire, Fabriques 36 
Dodge & Olcott Co. 12, 36 and 37 
Dreyer Inc., P. R. 101 
Drury & Co., A. C. Insert 27 and 28 
Du Pont de Nemours and Company, 
Inc., E. I. _ 
Dupont, Justin 19 
Duval, Compagnie 91 


Economic Machinery Co. 98 
Empire Distilling Corp. 
Ertel Engineering Corp. 


Felton Chem. Co.. Ine. 
First Machinery Corp. 


November, 1936 


Fischbeck Co., Inc., Chas. 
Florasynth Laboratories, Ine. 
Frank J. 

Franks Chemical Products Co. 
French, Inc., Benj. 

Fritzsche Bros., Ine. 


112 
8 
110 
106 
96 


12 and Insert 13, 14, 15 and 16 


General Drug Co. 
Giese & Son, August 


Givaudan-Delawanna Ine. Insert 21 ane 


Glass Products Co. 
Goldschmidt Corp., Th. 


Harkness & Cowing Co. 
Hazel-Atlas Glass Co. 
Heine & Co. 

Helfrich Laboratories 
Helfrich Laboratories of 
Horn, John 

Hotel Bismarck 


N. Fe 


Interstate Color Co. 
Jelly & Co., Inc., Walter H. 


Kimble Glass Co. 
Klinker Mfg. Co. 
Koster Keunen 

Kranich Soap Co. 


La Parfumerie Moderne 

Leeben Chemical Co., Inc. 

Leonhard Wax Co.. Inc., Theodor 
(Also see A. C. Drury & Co.) Insert 

Les Parfums de France 

Life 

Lockwood Brackett 
Drury & Co.) 

Loeb Equipment Supply Co. 

Lueders & Co., George 


Co. (See A. C. 


Insert 


Malmstrom & Co., N. I. 
Manufacturing Chemist 
Maryland Glass Corp. 
Mathieu, Ine., Chas. 
MeMellon Bros. 

Merck & Co.. Ine. 
Mero, J.. and Boyveau 


No-Kap Closures (U.S.A.) Ine. 


Norda Essential Oil & Chemical Co.. 


Ine. 
Northwestern Chemical Co., The 


Owens-Illinois Glass Co., 
Oxzyn Company 


1 22 


102 
96 


Insert 28 


10 
10 
108 
111 


102 


101 


5 
88 
101 


93 


99 
109 
108 

28 


103 


4 and 5 


9 


Q 
<0 


Parento, Inc., Compagnie 

Insert 33, 34 and 97 
Parfumeries de Seillans Insert 16 
Parsons, M. W. 94 
Pfaltz & Bauer, Inc. 109 
Pfaudler Co., The 
Pilar Fréres 96 
Plumly Co., Eugene K. 98 


Ritchie & Co., W. C. 105 
Robertet & Cie., P. - 
Roure-Betrand Fils, Inc. ............. 
Rowell Co., Ine., E. N. 


Sanderson & Sons, W. 

Schimmel & Co., Ine. 

Schmoller & Bompard, S. A. 

Seovill Manufacturing Co. 

Sherwood Petroleum Co. 

Shipkoff & Co., P. K. 

Sierra Tale Co. (See A. 
Co.) 

Silver Import Co., George 

Soap, Perfumery & Cosmetics 

Société des Chimique Usines Rhéne- 
Poulene 

Solo Laboratories, 

Solvay Sales Corp. 

Sparkler Mfg. Co. 

Staneo Distributors, Ine. 

Stein-Brill Corp. 

Stilwell & Co., Arthur A. 

Stokes Machine Co., F. J. 

Stokes & Smith Co. 

Stummer, Joseph L. B. Se., Ph. D. 

Swindell Bros., Inc. 


C. Drury & 
Insert 


Thurston & Braidich (See A. C. Drury 
& Co.) Insert 

Tombarel Fréres 

Turner White Metal Co.. Ine. 


Ungerer & Co. 
Inside Front and Inside Back Covers 
Industrial Aleohol Company 
Insert 89 and 90 
U. S. Industrial Chemical Co., Ine. 
Insert 89 and 90 


U. S. 


Van Ameringen-Haebler, Ine. 
Van Dyk & Co., Ine. 
Vanillin Fabrik 

Verley, Inc., Albert 


6 and 7 
103 
101 


24 and 25 


White Metal Mfg. Co. 35 
Whittaker, Clark & Daniels, Inc 107 
Wirz. Ine., A. H. Outside Back Cover 


| SHAMPOO BASES 


in cans — tubs — kegs — bbls. 


COCOANUT OIL BASE 


OLIVE OIL BASE 
BLENDED OIL BASE 
ALL COLORS 


LIQUID SHAMPOOS 


All types for the repacking trade 


Specializing in QUALITY SHAMPOOS for 18 years 


CLIFTON CHEMICAL CO., Inc. 


246 FRONT ST.. NEW YORK CITY 





SOLVE THE PACKING 


Makers of shaving creams and beautifiers, 
tooth pastes and ointments, and scores of 
others, will vouch for the economies of 
Alcoa Aluminum Collapsible Tubes. 
Creamy or tacky, your product will 
retain its original consistency and purity. 
No contamination, no toxicity develops in 


pure Aluminum Tubes. Strong sidewalls 


hold the contents safely to the last squeeze. 


And squeezing is an easy matter, because 


PROBLEM WITH ALCOA 


annealing makes Alcoa Tubes supple. 
They yield ungrudgingly even to the dainty 
pressure of women’s fingers. 

Other advantages of Alcoa Aluminum 
Tubes include lightness, economy, elimina- 
tion of closure clips, beautiful decoration. 
For samples, prices and full details on all 
these features, write ALUMINUM COMPANY 
OF AMERICA, 2129 Gulf Building, 
Pittsburgh, Pennsylvania. 


TUBES 


ALCOA:-ALUMINUM 
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